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“THE HARDWAKt DEALERS' MAGAZINE” 
PUBLISHED EVERY OTHER THURSDAY 





Yo NE prices 


Hanno SAws 









pissTon Ars 
ty is: DISPLAY 
| MATERIAL 
will sell 
Disston 


Saws 
at thenew 
low prices 


DISSTON 
D-115 






lye" 
oi 78 ve DISSTON 


VALUES are what the public wants today. You prove that you eal 


give greatest values when you use this an in your window. ee prepaid, 

ithout ch i 
A Disston D-8 at $2.50, reduced from $3.25. “The Saw og the persed audie 
Most Carpenters Use” priced to make it the saw for every- wa featuring Disston Hand 


body to use. All other Disston Hand Saws reduced. Saws at the new low prices 
that will make the public buy. 


Be prompt to let the public know that you are giving vt} This desley le to incieds @ lates “Lenet 
such values. Cash in on these price reductions while “< Prices” poster, in colors, to put on the glass, an 
: ° : 4 attractive cut-out showing a Disston D-8 Hand 

they are still news, interesting to everybody. A window Saw at $2.50, formerly $3.25,and price cards on other 
. ° ° ° : r4 o Disston Hand Saws: D-7 at $2.25, D-23at $2.75, D-12 at 
display featuring lower prices will bring business to you. ” $3.75 and D-15 and D-115 at $4.50 for 26* lengths. 


The window display shown above is ready for you Also send us counter folders showing the new low prices on Disston 
now. Get it! Use it! Profit from it! Hand Saws, and other sales helps. 
¢ 


HENRY DISSTON & SONS, INC., The World’s 
Foremost Saw Makers, Philadelphia, U. S. A. 
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STAINLESS 
ENAMELED WARE 


WHITE WITH BLACK e¢ IVORY WITH GREEN 








oe 


ce 


Note the beautiful 3-tone 
Silent Salesmen labels on 


this Relsigonahee Ganioment A line of Supreme Beauty with a new quality —— STAINLESS, 





Whitest of White Enamel, an insurance against staining and tarnish- 


ing. Cooks Best—Lasts Longer. An exemplification of masterful 
workmanship heretofore unapproached. 


This Is Not a Cheap Line 
but 
‘MODERATELY PRICED 


The inside of this Coffee Pot W H IT E O R IVO RY 


will always remain Pure White Triple Coated 












i4GOOD 
ENAMELED WARE 


Cooks Best 
Lasts Longer 






STAINLESS 


ENAMELED WARE 


U. S. STAMPING CO, MOUNDSVILLE, W. VA. 


x s 


US. 4 





Deep Lipped Sauce Pans, 
the right size with glossy, 


Fy Ell Ask Your Jobber This attractive ‘"Good Enameled 







Wore” Easel furnished FREE 






a2. a 
CERTIFIED 


STAINLESS 
WARE 


Burned in 


evempelees UNITED STATES STAMPING CO. 


Quality Enameled Ware 
MOUNDSVILLE, WEST VIRGINIA 
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IMPORTANT ANNOUNCEMENT 


BY 


Remington, 








CUTLERY PRICES 
WERE MATERIALLY 
REDUCED JANUARY Ist 
REMINGTON HIGH 
STANDARDS OF 
QUALITY WILL BE 
MAINT AINED 
ew? 

IT PAYS TO HANDLE 
THE BEST 




















REMINGTON ARMS COMPANY, Inc, 


BRIDGEPORT, CONNECTICUT 





C 1933 R.A. Co. 
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TIME TO ORDER 


GOODYEAR 


LAWN 


AND 


GARDEN 







Other 
quality lawn and 


Goodyear 


garden hose are 
CLIT. [oe 


romans | 


Wingfoot, 
Pathfinder 
Elm brands 
. 


Cotton Cord Carcass 
in all 
Goodyear Lawn Hose 


Emerald 7 


Cord, for example, 


Avorn good season for famous 


Goodyear Lawn and Garden Hose is 


Goodyear 
Sell an Extra Length 


has no equal. Built for 


just ahead. Set your requirements and 
aielisl dla eclicisilels 


up of double braids 
of double-double 
cord: tough, flat- 


order now. 
Year after year there is good business 
and good profit in selling Goodyear 


hose. It’s the finest hose you can offer ribbed abrasion-resisting cover, light 


because it is built to be just that— weight, kinkless and strong. 
built of the right rubber and with 


cotton cord carcass construction. 


Easily the world’s handsomest hose — 
its bright emerald cover attracts at- 





It carries the name and nationally ad- 
vertised brands of “the greatest name 
in rubber.” 


4 


tention; its quality and its final 
economy always hold and build 
customer good will. 
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DO NOT CONFUSE 


this separate, strong fibre 
BOX, which stacks so easily 
—with ordinary roll wrap- 
ping which is useless for pro- 
tection and storage once the 
screen cloth is unwrapped. 











PULL THE CROWDS 


to YOUR Window: 





be _ R 14 7 
. En ey 
a ee (Sea tee. 


Cyclone Fence Company 





A whole fam- 
ily tormented 
by pests— 
baby crying— 
people on the 
porch bothered 
by flies—the 
maid swatting 
flies on the 
table—sud- 
denly a flash 
of light and 


PRESTO! 


Everybody's 
happy! Baby 
stops crying 
and waves at 
you—the maid 
is putting a 
cake on—the 
woman in the 
kitchen has a 
glass in her 
hand—people 
resume their 
reading. The 
pests are now 
on the outside, 
looking 
through Cy- 
clone-screened 
windows! 


oe Sim ite Soars 








New Live “peta” Electric Window Display 








Action! Blazing color! Flashes of light! 
Human interest! Cyclone has combined 
all these attention-getting devices in one 
striking display piece, 32” x32”. A 
display that does everything but talk. 
A display that pulls and holds the atten- 
tion of every passer-by. And then they 
can't help seeing the other seasonable 
items you might wish to show. 


«GET MORE>» 
PEOPLE INTO 
YOUR STORE 


Display can be set up in 30 seconds— 
costs only a few cents a week to run. 
Flasher socket and cord are included. In 
same package come two extra illustrated 
cards, 12” x 15!/2”, which contain actual 
samples of black and galvanized ‘‘Red 
Tag” Screen Cloth. Ont a certain num- 
ber of displays are available. Ask your 
jobber for details or write us direct so 
that you can have this sales help. 


“RED TAG” LAWN FENCE AND CATCH-ALL BASKETS MAKE SATISFIED CUSTOMERS 





CYCLONE FENCE COMPANY 


SUBSIDIARY OF UNITEDJMYSTATES STEEL CORPORATION 
Pacific Coast Division: Standard Fence Company, Oakland, Calif. 


General Offices: Waukegan, Ill. 
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..-AS TO WHY IT IS TO YOUR ADVANTAGE TO 


SELL YALE PRODUCTS 


|: IS hardly necessary to 








stress Yale quality to hard- 

o ware merchants. Nor Yale 

reputation. Both are establish- 

ed to a degree where words 
cannot amplify them. 


But we do want to reiterate 
one point—namely that the 
success of this great industry 
is inseparably linked with your 
success. 

It is with this in mind that-we 
have always confined our ef- 
forts entirely to the hardware 
trade—protecting Yale dealers 
in every transaction, even in 
the sale of such highly. special- 
ized equipment as locking 
systems for schools and insti- 
tutions. 

Since Linus Yale Jr. originated 
the pin tumbler lock there has 
been only one Yale lock—made 
of course, in a variety of mod- 
els and styles, and named for 
its maker. 


Yale dealers participate in Yale 
prestige. “The name Yale Helps 
make the sale.” 






THE YALE & TOWNE MFG. CO. 


STAMFORD, CONNECTICUT, U. S. A. 
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Mr. Merchant, We Have a Common Bond 


BY 
E. B. GALLAHER 


Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


DOCTOR SHOULD BE WILLING to take his own medicine—at least we think 
so—we have done it. 

When all the costly combinations and absorptions in our industry were taking place, 
Clover stood firm—kept its overhead down—attended to its 
own knitting—remained independent of all trusts. 

To-day our volume is over three times as great as it was 
two years ago. We were compelled to erect a new unit to 
our factory last year, and are now about to start three new 
units in order to care for our rapidly expanding business. 
What does this mean? 





It means that our goods must be right—service first 
class—prices right—ready consumer acceptance. It can 
mean nothing else. 





And why not? We have no bonded indebtedness—no 
preferred stock—no bank loans—no merger dead horses to write off—we discount all 
our bills. 

Thus, our overhead is extremely low, and we can turn out the highest grade of 
products at the lowest possible prices—and still make money. 

The independent merchant and the independent manufacturer are to-day, shoulder 
to shoulder, serving the country in an important manner—they have much in common. 

There are here presented strong arguments for the mer- 
chant who is now striving to improve his sources of supply - 


before the next upswing. MAY WE SERVE YOU? 








E. B. GALLAHER: 
Clover Mfg. Co., Norwalk, Conn. 
You may send me, without obligation, samples of: 


CLOVER MANUFACTURING COMPANY | 
NORWALK, CONN., U.S. A. | 


= | Green-Stripe Sandpaper. 





_ | Red-Stripe Turkish Emery Cloth—for polishing. 
| Yellow-Stripe Aluminous Oxide Cloth—for cut- 
ting hard metals. The universal shop abrasive. | 


SANDPAPERS 3 | Orange-Stripe Garnet Paper- for wood-working. 
METAL-CUTTING PAPERS AND CLOTHS | | Clover Grease-Mixed Grinding Compound. _ 
WOOD-WORKING PAPERS AND CLOTHS a 


CLOVER GRINDING AND LAPPING COMPOUNDS 


_Name 
_Address 


| Character of business 
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CaARBORUNDUM 
SALES Tlf 


No.6 






f onistilies the 


Housewife 


OC)’ course she is to be numbered among the most frequent visitors to the 
hardware store. 
She, too, can be counted among the purchasers of Carborundum Brand Products. 

For instance, she will be interested in the Carborundum Brand No. 66 Knife 
Sharpener—a new idea in sharpening stones designed particularly for sharpening 
stainless steel cutlery without marring or scratching the finish of the blades. , 

She will welcome this new stone, because to use it, requires no skill. 

It is used as a file and any woman can now keep carving, steak, table and 
general knives always keen—without defacing the polish of the blades. 

Sell her the No. 66—display it in the handy little rack holder—send for the 


attractive special window card. 


And remember that Madame Housewife also buys sandpaper to smooth up any TUNE IN 
of the painting jobs she loves to do about the home. . a oa 
é : ; Saturdays at 9.30 E.$.T 
Sell her Carborundum-Made Sanding Sheets in the convenient packages. Order Columbia Chain 


a Trial Assortment Display Carton. 


tl Al all lle li ln. lly, lin, ln. lls, lin. lin. lb. ln llr Al. AB ln Ale, lr ll tn ln 


THE CARBORUNDUM COMPANY : Niagara Falls, N. Y. 


CANADIAN CARBORUNDUM CO., LTD., NIAGARA FALLS, ONT. 
SALES OFFICES AND WAREHOUSES IN 
New York, Chicago, Boston, Philadelphia, Cleveland, Detroit, Cincinnati, Pittsburgh, Milwaukee, Grand Rapids, Toronto, Ont. 
The Carborundum Company, Niagara Fails, N. Y The Carborundum Co., ltd., Manchester, England 


(carsorunoum 1S A REGISTERED TRADE MARK OF THE CARBORUNOUM COMPANY) 
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OW 


can he 


COST OF DOING BUSINESS 





Move on his Hands avd Knees? 


This dealer —is he crawling 
along with low price, low profit 
merchandise . . . worrying about 
chain competition? 

If so, where is it going to lead 
him? 


ois jamella 


Low prices mean less profit — 
less money to move around in. And 
low prices mean Jower prices — 
don’t forget that! 








Look about you! 
What’s ahead of you in stoves in 


1933? Hundreds of thousands of 
families will buy oil stoves because 


1. Gas rates are too high. 
2. They’ve moved to non-gas 


suburbs. 


3. They’ve fixed up the summer 
home and live in it. 

4. The old stove has worn out. 

5. They’re sick of tending the 
kitchen fire. 

These folks want an oil stove 
that cooks like gas, that will 
stand steady on its feet, that has 
a good oven. They’re willing to 
pay for quality, willing to make 
a real investment in satisfaction. 
These people have confidence in 

you — they have confidence 





When a dealer 





starts to play the cut ° 
price game in the 
stove business, he’s 
licked! Why? 
Because you don’t 
have to sell stoves 
cheap! Do you know 
that the mail order 
houses do less than 
20% of the retail 
stove business? Who 
does the rest of it? 
You furniture and 
hardware dealers! If 
folks shopped for 
prices they’d all go 
to the chains. But 
they shop for stoves. 



























Every time you sell this new FLORENCE 
FR5 RANGE you make $25.00 or more profit! 





in Florence. When you have 
Florence back of you there’s 
money in stoves. You ‘have 
something you can sell — value 
backed by 60 years’ experience, 
a line in both wickless and 
wicktype models to suit every 
need, and a price range that 
meets all comers, and still 
gives you a good profit. 

Tie up with Flor- 
ence. Write now for 
advance dope on 
the remarkable new 
Florence merchan- 
dising plan, dealer 
tested and ap- 
proved, which we 
have for you. 














ESTABLISHED 





GARDNER, MASS. 
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Florence Stove Company 
Gardner, Mass. 


Gentlemen: Send me the dope on your 1933 
sales promotion plans. 


I am selling 
1 Gas Ranges | 
) Oil Heaters 


O) Wickless Oil Stoves 
0) Wicktype Oil Stoves 
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Made to comply 
with specifications 
adopted by the Bu- 
reau of Standards, 
Department of Com- 


yh 
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The STAR of the CORTLAND Line 


Nationally known for its high quality 
and beautiful lasting finish . . . 


i 
. . ° . . . Other popular Cortland brands: 
This famous cloth, like all our steel products is made in our own mills from Copper: Eostieat Winsts, Gittiond Weoume 


and Cortland Copper. 

All grades of our Screen Wire 
Because we control every operation from raw materials to finished product we can specifications, adopted by = 
assure you of the highest uniform quality at all times. The dull finish is galvanized— ent of Gommarne SPR 12231, 
electro zinc coated—and enameled with a tough transparent varnish. This finish 


makes fine looking screens, doubly protected against corrosion. 
Made in 12, 14, 16 and 18 mesh from .011 gauge wire both ways. All widths in 
even inches from 18 to 42 ins. inclusive, also 48 in. double selvage as standard. 


Extra wide widths, 54 and 60 ins. Standard rolls of 100 lineal ft. Each roll shipped 


in strong individual roll fibre carton to insure clean undamaged rolls and attractive 


Bearing Open Hearth Steel. Only full gauge wire is used. 


Your Jobber will supply you. 


Now shipped in 
strong individual 
roll fibre cartons. 
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GH VELOCITY 


eSHOT SHELLS 
moa ny 








THE 


HARDEST 
fo. SP FED, ree 
AMMUNITION 


EVER 


soMlan/ . 


AMMUNITION YOU CAN SHOOT WITH con FIDENCE 











// ' 
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| AMMUNITI 


Th WAY to put SPEED and POWER 
into] your sales is by selling the ammunition 
that] leads in speed and power—Peters 
HIGH VELOCITY\Shot Shells and Metal- 
lics!} The hardest hitting ammunition ever 


builé! 
Duc | 


the high Ayers like noboc 

Pheasaht hunters want them, bec 

Shells nab those hardy, wily birds. Desig 
exclusively for progressive-burning powde 
Peters HIGH VELOCITY Shells are re- 
garded as the ammunition supreme for ducks, 
geese and pheasants. 


And what a waHop Peters HIGH VELOC- 
ITY Metallics carry! There's a complete line 
of them—from the \22's on up. Shooters 
prefer them for bagging the big fellows— 


hunters want those big~b 


a 





TS 


or small furred game—or for use with g 
and revolver. 
* * © © @ @ 


During the year just closed’ The Peters 
Cartridge Company caziéd out to a 
successtul conclusion the most outstanding 
advertising and _mefchandising campaign in 
he his 6f the industry. i is, we hope 

tide that we speak o 
this campaign. For 1933 we give you 
our pledge to keep Peters in the foregro 
by a continuing campaign. s, 
au al d cooperation will give you 
the “edge” on 1933 Ammunition Business 
in your community. /¢ will pay you to 
feature Peters this year. 


The Peters Cartridge Company 
Dept. A-22 
Kings Mills, Ohio 


plus 


New York San Francisco 











SALES 


Overnight, Pyrex 
Ovenware has become 
the sales leader in 
thousands of stores 


FTER two years’ careful study, 


the Pyrex Ovenware line was 
repriced . . . repriced to sel/. The 
news went out to dealers. The story 
broke to the public with full-page 
national advertising in colors. 
People by the thousands rushed to 
buy. Stocks disappeared in a twin- 
kling. Dealers wrote ...wired... 
Phoned for more Pyrex Ware to fill 
the amazing demand. Factory pro- 
duction went on overtime. 
Sales trebled once... then trebled 
again! Jobbers...dealers...everyone 
took their hatsoffto Pyrex Ovenware. 


then Trebled again, 


Don’t take our word for it . . . but 
consider this: There are millions of 
people now using some Pyrex Oven- 
ware. The only thing that kept 
them from using more in the past 
was price. 

Now, with prices slashed as much 
as % on the most popular dishes, 
everyone will want a full stock in 
their kitchens. They’ll make up this 
stock ... if not right away, surely 
piece by piece. 

Then there are the millions who 
had to be satisfied with cheaper ware. 
Now that Pyrex Ovenware is within 


TREBLED... 


] 


their reach, they are buying it. 
They’ll keep on buying. 


Continuous National Advertising 


Every month in 1933, continuous Pyrex 
Ovenware advertising in the leading mag- 
azines will tell all these millions about 
Pyrex Ovenware. Throughout the year 
they will continue to send customers, old 
and new, to you for Pyrex Ovenware at 
its new low prices. New sales records in 
1933 are sure to come. 


Display Pyrex Ovenware, your out- 
standing leader of this year. Keep it dis- 
played. You can’t choose a better feature 
for your window. Soaring sales prove it. 


PYREX OVENWARE 


“‘Pyrex’’ is the registered trade-mark of Corning Glass Works and indicates their brand of resistant glass. 


CORNING GLASS WORKS ¢ CORNING, NEW YORK 


JANUARY 19, 1933 
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a aNEW PRODUCT and 
a NEW SELLING PLAN 


Irwin comes out with the Irwin Bluwin—the finest tool that 
has ever been offered the hardware trade. This new bit, 
Royal blue in color, has a cutting head of such design and 
is so heat-treated that it will accurately go through the gM 
toughest wood, beauuful in appearance and will resist | RP y “A 
rust far more than the ordinary polished bit. 


‘D 
Ly 


» 
LAS 







































a Sensational new BIT 


for every boring need 





IRWIN BLUWIN 


The above is a reproduction 
of the Irwin Bluwin coun- 
ter display stand. This is 
actually produced in four 
colors and is 18 inches high. 
It is furnished free with 
your first order of the Irwin 
Bluwin. 


The IRWIN Bit 


TRADE MARK REGISTERED 


































curs 
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Here’s a bit that will sell and show you a profit not 
only because of its extreme attractiveness and rugged 
quality, not only because of a name which has for 48 
years stood as the standard of qiality in the bit field, 
but because 


Irwin Is Backing This Bit With 


In the pages of Popular Mechanics and Popular 
Science Monthly this bit will be advertised to 
hundreds of thousands of home craftsmen. These 
readers will be offered a free set of working 


WOOD BORING TOOLS 


TRUE = 





Build this beautiful 
USE yourself 





| Sensational NEW BIT 
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a New Publicity Plan. 
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plans of various items, including bird houses, 
ship models, etc. Plans will be obtainable 

only, however, by clipping the tag attached 
WOOD BORING TOOLS 








to each Irwin Bluwin and forwarding same 
direct to the factory. This free offer to 
home craftsmen will stimulate the sale 
of this bit in your store. Write your 
jobber and ask him for complete infor- popular Mechanics and 
mation, or write direct to Popular Science Monthly. 


THE IRWIN AUGER BIT COMPANY 
Wilmington, Ohio 


LW IN 


CUTS TRUE—CLEAR THRU 





Above is a reproduction of 
full column ads which 
are appearing monthly in 





CLEAR THRU 
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here’s 
where YOU fit in 


The Pittsburgh Steel Company’s $1,000 Fence 
Garden Contest is going to dig up live fence 
prospects and send them in to Pittsbugh Lawn 
Fence dealers. The contest will soon be in full 
swing. Inquiries for registration cards and con- 
test information are already coming in. Litera- 
ture and contest supplies have been mailed to 
hundreds of dealers who have requested them. 
Contest entrants represent live fence leads and 
will be referred to their nearest Pittsburgh Fence 
dealer. Every lead represents a sales oppor- 
tunity, an invitation to approach your most 
likely customers and sell them not only fence, 
but many other garden and home needs. Take 
advantage of the keen interest in this contest. 
If you do not already have the three-in-one 
contest poster and information blanks, write 
for them at once. 


$1,000 IN CASH 
Prizes for the best 


FENCE GARDENS 


$300 First Prize $200 Second Prize 
$100 Third Prize $50 Fourth Prize 


$25 Honorable Mention 
(8 of these will be awarded) 


$5 Merit Award 
(30 of these will be awarded) 


A special Bonus of 10% will be given each winner 
of the first twelve prizes if his fence garden is grown 
on Pittsburgh Lawn Fence. 











Pittsburgh 








Lawn Fence 


PITTSBURGH STEEL CO. 


PHILADELPHIA Union Trust Building MEMPHIS 


CHICAGO 


DETROIT 


pass =©6 PITTSBURGH °« PA. SYRACUSE 
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This is why you will make 
more money handling 





LIBBEY: OWENS:FORD 
Beg QUALITY GLASS 


I Consistent national advertising has made your customers recog- 


nize the L-O-F label as a familiar symbol of superior quality and value. 


2 The exclusive L-O-F process produces a glass that is remark- 


ably easy to cut. This reduces loss through breakage to a minimum, 


thereby increasing your profit. 


SJ L-O-F- dealers can carry a balanced stock that assures profitable 
turnover, for L-O-F jobbers are so widely distributed that, wherever 


your store may be located, your order will be filled without delay. 


A The new L-O-F method of packing keeps the glass clean 


and eliminates troublesome, costly muss and disorder. 


Let your jobber’s salesman help you maintain a balanced 


stock and assist you in developing a sales-producing program. 


LIBBEY-OWENS-FORD GLASS COMPANY, TOLEDO, OHIO, 
manufacturers of Highest Quality Flat Drawn Window Glass, Polished 
Plate Glass and Safety Glass; also distributors of Figured and Wire Glass 
manufactured by the Blue Ridge Glass Corporation of Kingsport, Tennessee. 
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ONE UNVARYING QUALITY 


ASSURES STEADY SALE 
AND PROFIT....... 


ERE is a line of Wire Products that you can profitably mer- 
chandise to your trade. Every item in this list is made to one 
exacting high standard. Backed by aggressive advertising that is 
national in scope and both local and national in influence, 
American Quality Wire Products are widely known and readily 
accepted as value leaders that bring repeat orders. 


American Steel & Wire Company dealers enjoy the advan- 
tages of a complete line of Wire Products. Thus one source of 
buying reduces your investment—and higher quality assures 
steady and consistent profit. 


If you are not at present handling Zinc Insulated Fencing, or 
our Steel Fence Posts or other items—then write for complete 
information. A real profit opportunity awaits you. 





QUALITY 
ee; ‘om 


i 


ZINC INSULATED FENCES 
STEEL POSTS 
BARBED WIRE 

NUNN nTd Gee 

POULTRY NETTING 

WIRE CLOTHES LINES 

POULTRY FENCE 


a oe Cee 


PERFECTION DOOR ano GATE SPRINGS 


WIRE OF ALL KINDS... 


SUBSIDIARY OF UNITED Us STATES STEEL CORPORATION 


208 South La Salle Street, Chicago 


And All Principal Cities 


Pacific Coast Distributors: Columbia Steel Company, Russ Bidg., San Francisco 
Export Distributors: United States Steel Products Company, New York 
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AMERICAN STEEL & WIRE COMPANY 
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NEW BRITAIN, CONN. 


STANLEY 


HAND TOOLS 
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AN ECONOMICAL GIANT 





KIMBALL 
ELEVATORS 


Rugged, compact 
and efficient, these 
light Electrics 
come with frames 
sawed, drilled and 
fitted ready to in- 
stall—low initial 
cost and low up- 
keep. 








Tell us the task 
you wish it to 
perform and we 
will give data 
on machine you 
require. 


KIMBALL ELEVATORS 


KIMBALL BROS. CO. 
1205-19 Ninth St. Council Bluffs, Ia. 
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ALLIGATOR 


AEG. U.S. PAT. OFFICE 


STEEL BELT LACING 


Y a thousand belts per hour are laced 
with Alligator Steel Bele Lacing, day in day 
out, year in year out. Easy, rapid application with 
a hammer as the only tool; the hammer-clinched, 
vise-like grip on the belt ends, preventing friction 
of the plies; the patented, sectional, steel rocker 
pin which absorbs friction in the hinged joint; 
the great surplus of strength and long service— 
only Alligator Steel Belt Lacing combines these 
features which make it the choice of millions of 
Bele users. Smooth on both sides. Easily separable. 
Reliable both on light and heavy 
duty drives. Eleven sizes. Made also 

in Monel Metal 
Order through your jobber. 

FLEXIBLE 

STEEL LACING CO. 
4616 Lexington Street, Chicago 


In England at 135 Finsbury Pavement, Lowden, EC. 2 
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BEST SELLERS 


Sherman Wrought Brass Nozzles 









Wrought Brass is the most Costly and Best 
Nozzle Brass—strong without bulky Weight 






Tough, Durable and Free from Flaws 






FOR QUALITY 
The Diamond Nozzle 


The Best Nozzle Made and the Biggest Seller 


FOR PRICE 
The Brass King 


Lowest Price Ever Heard Of and a Good Nozzle 


Sold by Jobbers 












Sherman Brass King 
(Patented) 





Sherman Diamond Hose 
Nozzle (Patented) 


H. B. SHERM 


Battle Creek 





















No Introduction Needed 


Union Hardware Ball Bearing Extension Roller 
Skates need no introduction—they are widely known 
for their sturdy construction and dependable qual- 
ity. Easy to sell because every detail from their 
smoothly finished steel rolls to their sturdy grain 
leather straps is unsurpassed at the price. 










No name applied to roller skates appeals so irresisti- 
bly to children—none carry such an urgent sales 
appeal to parents, because of the healthful enjoy- 
ment and lasting satisfaction these popular skates 
afford skaters of all ages. 









Our 1933 line is the most attractive we have ever 
offered. Dealers can find exactly what they want 
in our latest Catalog. Order early for Spring trade. 

















Reg. U. S. Pat. Off. 


Supply You 





Established 1854 





TORRINGTON, CONN. 
New York Office: 151 Chambers St. 
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Make Quick Sales 
with these Selling 


ae Points 7 











SELF - 
OILING 











ENCLOSED 
GEARS 





ae 
EXTRA 
LARGE 


VALVES 
IMPROVED 
METHOD OF 
POWER 
APPLICATION 

HIGH SPEED 


HEAVY PRESSURE 
LARGE CAPACITY 





SAFE 
ECONOMICAL 
DEPENDABLE 
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THE F. E.MYERS.=.BRO.Co 


Water is a daily neces- 
sity. Right now, it is 
just as important as ever. 
Homes, Farms, Factories 
— wherever human en- 
deavors prevail — must 
have it. The market for 
pumping equipment re- 
mains. Myers Self-Oiling 
Power Pumps and Water 
Systems open the way to 
secure this business. 
From every standpoint, 
quality, dependability, 
prices, publicity, service, 
there is no line superior 
to the Myers for outstand- 
ing sales advantages. 


Why not write us now for 
late catalog and complete in- 
formation? We'll give your 
letter prompt attention. 








ELF-OILIN 


A REGISTERED 
TRADE NAME 














BULLDOZER 
POWER 








& ASHLAND, OHIO. 


ASHLAND PUMP AND HAY TOOL WORKS 
























They Protect the Floor 
As Well As 


Your Profits 


“ACMES” are popular with customers because 
* they protect any floor, or floor covering. 

“ACMES” are popular with dealers, because they © 
make and protect profits. 


These casters have the modern ball 
bearing feature. They roll smooth- 
ly and quietly in any direction. ; a) 
Every customer is a logical pros- 
pect. Just roll an “Acme” on the 
counter. Show how smoothly they 


















’ 
i 


roll. A demonstration means a 
sale. “ACMES” are a profitable line. 
THE SCHATZ 


MANUFACTURING CO. 
POUGHKEEPSIE, N.Y. { A 
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Send for Samples, 
Quotations and Complete 
Information 


ON BALL BEAR 
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‘Hundreds o f Kyanize Dealers 








Turn this Stock 3 


times and more in 


Six Months 








Aptly Named, 
“Prosperity 





Assortment” 


pony in bril- 
liant gold and 
occupying less than a T = : 

square yard of floor space. HE merchandise in the Prosperity 
Assortment includes virtually the “cream of the paint business” — 
sizes and colors that cannot fail to sell in amy territory. The turn- 


over is amazing — the investment ridiculously small. 


This open display with the 
goods at convenient reach 
and panel display showing 
all colors is in truth the model 
“quick turnover” paint depart- 
ment. Contains the leading 
sizes and colors in the six major 


Kyanize paint and varnish lines. BOSTON VARNISH COMPANY - 47 Everett Station, Boston, Mass. 


Write for particulars on this extraordinary depression Business-getter 


Every dealer who purchases and stocks the Kyanize Prosperity Assortment) 
is supplied with the most complete advertising helps offered in the paint) 
industry — some of which are illustrated below. 


Sales Helps — Sie Sales Helps — 
FREES * 4 FREE /} 


Size 15’’ x 20”’ Aol Size 15’’ x 2 


CELOID FINISH 


J A beautifully lithographed set of cut-outs to use as a group or singly in the store 
FIVE PIECE CUT-OUT window or on the counter. Each features a particular self smoothing Kyanize 


WINDOW DISPLAY product. All are furnished free to “Prosperity Assortment” dealers. 


A Kyanize Window — 


You can easily make 


Af the left is shown a window display j 
that any dealer who purchases the 

Kyanize “Prosperity Assortment” can 

easily make. 


All the show cards, cut-outs and posters 
are furnished free. 


Easy to set up — each piece is beautifully 
lithographed in full color and any 
dealer can make a window display 
like this in a few minutes. 


Kyanize window displays always attract 
and hold attention — and they make sales. 
Ask any Kyanize Dealer who has used 
them.- 


USE PAINT THAT JUST Aowce ON 


< 
\ 





Direct Mail Advertising +e a 


The most persistent and unusual direct mail 
campaign ever offered. A series of post cards 
bearing facsimile hand written messages to 
your mailing list. A service furnished free to 
“Prosperity Assortment” dealers. 


NOW — Write today at once for particulars on the “Prosperity Assortment” — the most ff 
active and fastest selling assortment in the paint business. Write Boston Varnish 


INVESTIGATE Company, 47 Everett Station, Boston, Mass. 
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EXACTING WORKMANSHIP. 


FINER materials, more exacting workman- 
ship, greater skill in fabrication make a 
superior product. That's why our Tubular 
and Split Rivets are better than average. You 
can sell them in the knowledge that their 
driving and setting qualities are correct, that 
they will do efficiently the job they are sup- 
posed to do, and bring your customer back 
for more. 


TUBULAR RIVET 
& STUD COMPANY 


Boston- 




















The largest fac- 
tory in the world 
devoted to the 
manufacture of 
Tubular and Split 
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Why 2 
aM CAM BRIA FENCE 


\ 









(CAMBRIA FENCE is made from cop- 


per-bearing steel, having two to three 






times the corrosion resistance of ordinary 






steel, and the wire is protected from at- 
mospheric corrosion by a thick, tight coat- 
ing of highest-grade zinc to insure long 
additional life. 


POR” PLR K+ 
oie Se 








Cambria Fence is a woven-wire, hinge- 
joint, cut-stay standard field fence, made 







of full-gauge wire. It is strong and dur- 
able. It can be tightly stretched and still 


retain its shape because the Flexo Joint E 


and the Tension Curve give it resilience, BETHLEHEM STEEL COMPANY, General Offices: Bethlehem, Pa. 
District Ofices: New York, Boston, Philadelphia, York, Wilkes- 


strength, and flexibility. Barre, Baltimore, Washington, Atlanta, Pittsburgh, Buffalo (Ham- 
burg Turnpike, Lackawanna, N. Y.), Cleveland, Cincinnati, Indian- 
apolis, Detroit, Chicago, St. Paul, Milwaukee, St. Louis, Houston, 










When the Spring buying season comes Dallas. Pacific Coast Distributor: Pacific Coast Steel Corporation, 
San Francisco, Los Angeles, Portland, Seattle, Honolulu. Hzport 
around be prepared to offer your customers Distributor: Bethlehem Steel Export Corporation, New York. 


Cambria Fence in a full range of styles 


ot 6 BETHLEHEM 
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“AutomatiCook” 


@ Gas range sales this year will be made on the basis of per- 
formance value. That is just as clear in January as it will be in 
July. And January is the time to organize your gas range depart- 
ment for “performance” selling. 

Performance means just one thing — Robertshaw oven control. 
With more than one hundred fine ranges Robertshaw equipped, 
you can cover all price stratas and still have the Robertshaw as 
your basic sales plan—a plan you can stand on, against any 
competition, and demonstrate dollar-for-dollar value that simply 
can not be proven in any other way! The free Robertshaw 
window and store display will help you — write for it today. 


ROBERTSHAW THERMOSTAT COMPANY 
YOUNGWOOD, PA. 
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If Hardware Wholesalers and Retailers are to 


BUY AMERICAN! 


“Buy American” campaign last 
Spring there has been a very 
wide-spread similar activity by news- 
papers, magazines and other business 


St Harpwakre ACE started its 


papers. The Hearst newspapers have - 


thrust themselves into the fight with 
all the force of their far-flung activi- 
ties and large circulation. So has 
the Saturday Evening Post. The 
HarpwarE Ace “Buy American” ar- 
ticles have been reprinted many 
times. Thousands of copies have 
been distributed by trade bodies, 
manufacturers, wholesalers and re- 
tailers. Many letters have been re- 
ceived applauding our efforts and 
pledging support to the principles of 
supporting American industries, that 
American workmen may have steady 
wages with which to make steady 
purchases in American retail stores. 


* * * 


There have been brickbats, too. 
Retailers smarting under the inequal- 
ities of the price situation, charge us 
with foisting upon them “rank man- 
ufacturers’ propaganda.” They say, 
very definitely, manufacturers hold 
up the prices on goods sold through 
hardware channels, yet make all 
kinds of price concessions to chains 
and mail order houses; that some 
of the specials offered these compet- 
ing forces may be short term con- 
tract-production jobs, but neverthe- 
less make the price situation most 
difficult. Wholesalers state emphat- 
ically their belief in the “Buy Ameri- 
can” plea, but must put their dealers 
in position to compete, and say that 
requires some foreign goods because 
of price. As a matter of fact, the 
retailers complaining are not op- 
posed to concentrating on American- 
made merchandise. They prefer 
“Made in U.S.A.,” and want to help 
keep Americans employed. But fail- 
ing to be in an equitable position 
in the price picture, they believe for- 
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Manufacturers Must 
Help Them Meet Price 
Competition from 
Chains and Mail Order 
Stores Which Feature 
Many Foreign Lines 
Yet Get Preferential 
Prices on American 


Made Goods 


by CHARLES J. HEALE 
Editor, Hardware Age 


eign lines in certain departments es- 
sential to their own self-preservation. 


* * * 


These wholesalers and retailers be- 
lieve chain and mail-order stores 
handle a great many foreign lines 
and favor only a few American fac- 
tories with orders (large ones, it is 
admitted) for a small part of their 
gross production, and for relatively 
few items in any manufacturer’s line. 
The bulk of a manufacturer’s dis- 
tribution for his full line is to be dis- 
tributed through wholesaler-retailer 
channels. Then, they ask (and prop- 
erly so), why does this infrequent 
customer get the price breaks and 
make it increasingly difficult for the 
wholesaler-retailer group to stay in 
business—much less concentrate on 
American-made merchandise? If a 
manufacturer is going to make a 
competitive grade line, either with- 
out or under another trade-mark, and 
offer his goods at much lower-than- 
standard prices, he should submit the 
identical line and price to the whole- 
saler, who in turn offers it to the re- 
tailer. This should also be done 
when large quantities of “seconds” 
or discontinued models are to be 
sold at “scalped prices.” Too often 
the “seconds” are not readily iden- 
tified as such, nor are the changes 
in new models sufficiently important 
to convince the hardware trade that 


it couldn’t fit into the “temporary 
close-out low-price” distribution of 
such merchandise. 

* ” ” 


A retail hardware merchant sells 
people, the same people the chain 
store and mail-order houses sell. If 
there is a crying need for lower- 
priced competitive grade merchan- 
dise through mail and chain stores, 
why is it assumed the same demand 
does not exist among the hardware 
merchant’s customers and prospects? 
Hardware dealers are not going to 
turn their stores into junk shops. 
They don’t want 5-cent screwdrivers 
that bend or break, 10-cent vises, etc., 
but they do want, and must have, an 
even break on the intermediate qual- 
ity in all the lines they handle. This 
will not eliminate the high quality 
lines. In fact, a properly balanced 
stock of the best and of the com- 
petitive grade (intermediate, not 
junk) will give the hardware dealer 
a chance to offer comparisons. There 
is ample record that this practice in 
tools, coffee percolators, paints, etc., 
has helped dealers sell more quality 
goods. At the same time they have 
not lost the sales to those who must 
have or insist upon a price product. 

+ * * 


The competitive grade merchan- 
dise at the proper price (low enough 
to permit the dealer to compete with 
chains and mail-order stores) should 
be offered the hardware wholesaler 
and retailer coincident with its sale 
to the chains, not months or a year 
later, when the damage has been 
done. For there is damage done, 
when customers, working on today’s 
limited incomes, see such widespread 
price differences between goods in 
hardware stores and the same or suf- 
ficiently serviceable goods in other 
stores. 

- * * 

These points have been brought to 

the attention of a great many manu- 
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facturers serving the hardware trade. 
Usually the answer is premised on 
some one incident in the manufac- 
turer’s recent experience — an in- 
cident in which the wholesaler or 
retailer, or both, did not take full 
advantage of a price opportunity. 
These arguments are sound, too, but 
are not an answer to the broad price 
problem involved. They are another 
phase of another problem of the in- 
dustry, related but not the same as 
the price problem under discussion. 
It is true that special prices are not 
always used properly by wholesalers 
and retailers in the hardware busi- 
ness. ‘Too often, a lower cost does 
not bring a lower selling price on 
the very merchandise the dealer 
claims is so highly competitive. In- 
stead, an effort is made to absorb the 
price concession as an extra margin. 
Such tactics defeat the purpose of the 
arrangement, and are entirely un- 
fair. But punitive action or think- 
ing along such lines will not cure or 
assist hardware industry progress. 


* * * 


A manufacturer writes: “As we 
have discussed several times, inde- 
pendent hardware dealers complain 
because manufacturers sell to the 
chain stores; yet these same dealers 
when offered real values, instead of 
selling the article at a fair margin 
of profit, mark it up and lose turn- 
over on their investment. 

“Many dealers who have pur- 
chased -—_———- assortments, or our 

—- assortments, have either 
marked up the prices on the assort- 
ment box or removed the goods from 
the box and put them in with their 
regular stock at higher prices. 

“It doesn’t seem fair to the manu- 
facturer or to the jobber who is mak- 
ing a real effort to pass merchandise 
along to the dealer at the lowest pos- 
sible price, to help stimulate busi- 
ness and then have the dealer take 
a long margin of profit and lose the 
turnover. 

“For a long time I felt that our 
company should protect the inde- 
pendent dealers; however, I am com- 
ing more and more to feel that we 
should take all the chain store busi- 
ness that we can get. Some dealers 
don’t seem to appreciate the things 
that you try to do for them.” 


* * * 


In an advertisement of The Geo. 
Worthington Co., Cleveland, Ohio 
(see H. A., Dec. 22, 1932, page 6), 
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headed “Is the Hardware Store 
High Priced?” is a similar story. 
From this source are quoted a few 
thoughts: “Here we are lying awake 
nights thinking up ways and means 
of putting our customers in position 
to meet every kind of competition 
they may be up against, and running 
our sources of supply ragged with 
demands for better values. 

“And when we get them we go to 
friend dealer and say, ‘Here, Mr. 
Hardware Man, is a sled that is good 
retail value at $1.75, but our price 
permits you to offer it as a red-hot 
special at $1.49’—what happens? 

“One of two things. The dealer 
may take our suggestion and feature 
his sleds at $1.49, making a fair mar- 
gin of profit—but far more impor- 
tant than the actual dollars and cents 
gain, he has given his customers a 
real buy. He has shown his trade 
that they can get as good value in 
his store as anywhere in town.” 


* * * 


“Or,” continues this advertise- 
ment, “this same dealer may mark 
his sleds at $1.75, because he feels 
he can get the extra profit. But how 
much longer will it take to do it? 
Wouldn’t the lower price have 
brought bigger returns on quicker 
turnover? And wouldn’t there be an 
item of ‘customer satisfaction’ that 
might be worth money in the bank? 

“We are not advocating price-cut- 
ting. Far from it; but we do contend 
that some hardware dealers are los- 
ing out because they will not use 
these ‘specials’ the way they are in- 
tended, namely, to meet outside com- 
petition with real honest-to-goodness 
dollar value. 








“Too many people think the 
‘Hardware Store’ is high priced. Our 
job is to help you prove them 
wrong.” 


* * * 


The outstanding problem of the 
Walker plan in Toronto was prac- 
tically the same thing. Walker had 
a real wholesaler-retailer plan, and it 
worked for 300 Canadian dealers. 
He promised to meet any and all 
price competition faced by the par- 
ticipating dealers. During the first 
year of the plan there were 315 items 
on which price competition was faced. 
On every item Walker made good. 
But he couldn’t get more than one- 
third of his cooperating dealers to 
“meet the competition” when he 
made it possible for them to do so. 
Too often the very dealers who sub- 
mitted evidence of price competition 
were the very ones who did not take 
advantage of the lower price when 
available. Instead, they sought to 
acquire the “extra margin”—yet a 
week or two previous they were com- 
plaining that they couldn’t sell at 
existing prices. Walker fooled them 
by burning or stamping the com- 
petitive retail price on the goods 
as prominently as possible. This 
forced the dealers to meet the very 
competition they said they were fac- 
ing. 

* * * 

I started out to talk about the wide- 
spread “Buy American” activity 
which has grown since HARDWARE 
AcE fired an opening gun last spring. 
And I didn’t get so far afield as you 
might suggest. If hardware mer- 
chants are to buy American-made 
goods; that American factories may 
provide employment and steady wages 
for American workmen to spend in 
American retail stores—then Ameri- 
can manufacturers must do their part 
to help these American independent 
retail hardware stores stay in busi- 
ness. And they can’t stay in business 
unless they can meet competition on 
an equal price basis. If chain and 
mail-order stores, which feature a 
great many foreign-made goods, are 
to be preferential accounts for Amer- 
ican manufacturers, then these same 
manufacturers will defeat their own 
ends in the long run. For they are 
aiding in no small measure the con- 
tinued chain store traffic in foreign 
merchandise, and squeezing out of 
the picture the very group of mer- 
chants who would “Buy American.” 
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Hardware Merchant Puts 
“Buy American” Plan to Work 





















ONG lines of men out of work impressed M. Borna 
so forcibly that he determined to do something 
tangible toward keeping Americans employed. 

Picture at the right shows Mr. Borna, in his hardware 
store at 1147 Sixth Ave., New York City, where he urged 
all customers to “Buy American Made Goods.” He 
makes it a point to explain to customers how buying 
American goods keeps American factories operating with 
American workmen. Dozens of show cards, carrying the 
same appeal, in his attractive windows, tied up with good 
value American merchandise, makes a powerful appeal 
to the consumer to “Buy American.” Mr. Bodna enthu- 
siastically endorses HARDWARE AGe’s campaign to “Buy 
American” and says “Keep up the good work.” This 
merchant has found this effort very much worth while 
and commends this course of action to all other hardware 


merchants. 
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CARL FAST’S 


Reeordless Stock Control 


to “sell itself,” thereby reducing 

selling costs for the hardware 
merchant. Likewise item visibility 
makes it easy to apply the easiest, 
most inexpensive, yet most scientific 
method possible for having what 
your customers want when they want 
it. 

Observation of a few simple rules 
makes the “recordless” method ef- 
fective. First: an item must be all 
in one place—not some here and 
some there and some another place. 
If it is a reserve stock item, carried 
in quantity, with some out on dis- 
play, this display quality must be 
limited—only a few days’ supply. We 
will observe, for control, only the re- 
serve stock quantity. 

Secondly: Most items should be 
re-ordered when they are “low” in- 
stead of waiting for a periodical re- 
stocking. With a very wide line from 
one source we may re-order at stated 


|=: visibility helps merchandise 

















Fig. 1. Arrange stock so that items 
are all in one place, plainly vis- 
ible. Put dividers in drawers 


periods, but these should be frequent 
—at least twice a month. Actually, 
re-orders should never wait for a 
salesman’s call; they should be sent 
promptly by mail. The cost of 
traveling ‘salesmen merely to book 
re-ordéfs represents a terrific waste 
that is one of the worst paralyzers 
of our distributive system today. 
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This complete system of 
“Recordless Stock Control” 
has been successfully used 
by several retail hardware 
stores of varied size, in vil- 
lages, towns and cities. The 
owners of these stores have 
found this system efficient, 
easily maintained and will 
continue it. An agreement 
between them and Carl Fast, 
originator of the system and 
author of this article, pre- 
vents the publication of 
their names. Mr. Fast’s 
methods have been adopted 
by several chain and depart- 
ment store organizations. 
—The Editors. 











To re-order an item correctly it is 
necessary to know its present selling 
speed. Here is a simple, easy way 
to observe this selling speed: Count 
the number of pieces, jot it down on 
a scrap of paper, adding to this 
memo today’s date, attaching it to 
the goods. At any time later you 
can again count the remaining pieces, 
subtract the number from the origi- 
nal quantity noted on the memo, and 
the balance wil] be the number sold. 
Compare today’s date with that noted 
on the memo and you will see how 
long it took to sell that number of 
pieces. This is the easiest way to 
observe selling speed and is prob- 
ably as old as storekeeping. 

This “recordless” method of cor- 
rect buying is based upon this simple 


kig. 2. How the “low” warning 
wrapper is used on this item 




















principle, but carries it much further. 
Instead of a scrap of paper as a 
memo, it uses a small gummed label 
that can be partly attached to a piece 
of the goods and removed when so 
desired. In addition to the date and 
original quantity, we write the name 
or identity of the item and add a 
“planned low” quantity or number 
of pieces. When the item has sold 
down to this number, the stock clerk 
or sales clerk reports it by removing 
the label and turning it in to the of- 
fice. This avoids all guess work or 
opinion in judging when an item is 
“low.” The “planned low” quantity 
used here is governed by the selling 





Another way in which flat items 

are marked for “low.” This is a 
piece of gummed label inserted 
7 between boxes 


speed and the time required to get 
delivery of re-orders. 

When installing this method of 
item-control, the retailer should, 
while putting his stock in order, alter 
shelving, put dividers in drawers, 
(do away with drawers where pos- 
sible) and generally equip his 
fixtures and stockroom to assure 
“item visibility” (See illustration 








Stiff card divider separating 
“planned low” at bottom of box 
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Every obsolete or discontinued item 
should be taken out of the regular 
stock of items to be re-ordered. These 
obsolete goods should not be hidden 
away, but put together in one place 
in plain sight, to be kept always in 
mind, and constant selling effort 
made to get rid of them. Keep dis- 
playing them day after day, with 
special price cards. Of course, out- 
of-season items in good condition 
should be properly put away, pro- 
tected against rust and dust, till next 
season. 

With stocks arranged for “item 
visibility” it is easy to attach to each 
item that we wish to keep in stock 
a memo that will give warning when 
it is low and show its‘ selling speed. 
In the perfected form this memo is a 
gummed label (see Fig. 2). On this 
we have written the name of the 
item, (Stanley butt, No. 3064; size 
31% x 314) for example. Next we 
write today’s date, in the “date PI.” 
(date planned) square. Here we 
observe an item’s selling speed in 
selling days, for which we use the 
“Julian” calendar, which merely 
numbers the days of the year, from 
1 up to 365. Say this is the 63d day, 
we write it on the label. Then in the 
“Pl. Low” (planned low) square 
write the number of weeks we must 
allow for re-orders, for this line of 
goods. It is important to allow 
enough time for deliveries. Unless 
in the same city with you source of 
supply allow from one to two weeks; 
here we call it 2. 

Then, under a sloping line we 
write a “planned low” quantity. 
When the item sells down to this we 
want it reported as “low.” This 
“minimum” is not guessed at, but is 
governed by the item’s latest selling- 
speed and the time required for de- 
livery, as follows: 
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“low” when sold down to a two 
weeks supply, which allows a “safety- 
margin” to meet an unexpected spurt 
in sales or delay in delivery. Two 
weeks delivery calls for a “low” at 
three-and-a-half weeks supply, again 
allowing a reasonable safety-margin. 
Three weeks delivery has a low point 
of four-and-a-half weeks supply, and 
so on, as will be shown later. 

The “planned low” quantity of 
any item will always be one-half of 
the quantity available at the time we 
plan it. Say we find 12 pairs of 
these Stanley butts on hand. Arbi- 
trarily, we take one-half, or 6 pairs, 
as our first tentative “planned low”, 
until we shall see later, how fast it 
sells. So we write “6” on the label, 


to attach to the item. 


Saving Counts by Separating 
The Low Portion 


Methods of keeping up stocks in 
goods like these, other than by this 
system, are very troublesome, in- 
volving a great deal of time and 
labor in “stock counts” or physical 
inventories of whole lines and sec- 
tions of items. Most of this time is 
really wasted, spent in repeatedly 
counting items which required no 
counting, and calling for no re-order 
after counting. In this process we 
count only those items which need it 
and not until then. To assure this, 
we merely separate the “planned 
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low” portion of an item from the 
rest, usually by a strip of gum paper 
tape, such as is used in wrapping 
bundles. On this, at first, however, 
it is best to have printed a simple 
instruction to clerks, as to when and 
how to report the item as “low.” 
(See Fig. B.) This tape we fasten by 
its ends around or in front of the 
“planned low” portion or pieces of 
the item, on the shelf, in drawer, or 
otherwise (see illustrations C, D, E, 
F). Upon the tape we attach the 
“control label,” by its ends only, to 
be easily removed. This item is now 
“under control,” and we proceed 
with others. 


Getting Mechanical Low 
Reports 


Some weeks later, when the loose 
pieces of this item have all been sold, 
the clerk comes to the tape and label 
and knows it is time to report it. 
This merely means pulling off the 
tape, removing the label and drop- 
ping it into an envelope or small 
box, which is kept for this purpose 
in each department or stockroom. 
Each morning these labels are col- 
lected and gummed on a.card, as a 
daily low-item report, headed with 
today’s date, say “88.” (See Fig. G.) 
Then the actual number of pieces on 
hand, of each “low” item is counted, 





























Ordinary iron pipe and plain car- 
penter work are all that is re- 
quired for this shelf-truck for 
smallwares. 34” galvanized pipe, 

ards secured to frame by stove 
bolts, bottom cleats by heavy car- 
riage bolts, 4” rubber tired casters 


to be accurate. This means only a 
few items, however, not counting a 
whole section, line or department. 
Any item is apt to sell a few pieces 
lower than its “planned low,” reach- 
ing “low” in the middle of the after- 
noon, for instance. The actual 
quantity “on hand” of 5 pieces is 
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THE JULIAN CALENDAR 


Using the January column as a guide, you will find, in any day’s line, 
the number of that day in any month, in the column for that month. 
This is the best dating system for merchandise of any kind, including 


the dating of price tags requiring a date. 
To denote the year, add a digit (1 for 1931, etc.). 


marking obsolete. 
Thus Oct. 1, 1931, is 2741. 


It renders season and month 


Many commercial calendars carry the days’ Julian dates or numbers. 
On most conventional desk pad calendars the day’s number will be found 
in small figures in the lower left-hand corner of each page. 

In Carl Fast’s “recordless” system of Unit Stock Control we subtract 
the date number of an item’s label from today’s date number to show 
how many days it has taken to sell “low” or, if “slow,” how many days 


it has been in stock. 





JAN. FEB. MAR. APRe MAY. 


JUL. AUG. OCT. DEC. 





91 121 
92 122 
123 
124 
125 
126 
127 
128 
129 
130 
131 
132 
133 
134 
135 
136 
137 
138 
139 
140 
141 
142 
143 
144 
145 
146 
147 
148 
149 
150 
151 


ODBNIOUNAA wr 


1s2 213 274 335 
183 214 275 336 
184 215 276 337 
185 216 277 338 
186 217 278 339 
187 218 279 340 
188 219 280 341 
189 220 281 342 
190 221 282 343 
191 222 283 344 
192 9-223 284 345 
193 224 285 346 
194 225 286 347 
195 226 287 348 
196 227 288 349 
197 228 289 350 
198 229 290 351 
199 230 291 352 
200 231 292 353 
20: ~ 232 293 354 
202 233 294 355 
203 234 295 356 
204 235 «2 296 357 
205 236 297 358 
206 237 298 359 
207 238 299 360 
208 239 300 361 
209 240 301 362 
210 241 302 363 
211 242 303 364 
212 243 304 365 








written in that space on the card. A 
daily card will usually have less than 
a dozen items on it. 


Computing the Sales and the 
Correct Re-orders 


Now comes the real “control.” 
Usually one person, a clerk quick 
and accurate at figures, does this 
work. He computes, for each item, 
the pieces sold and in how many 
days, also the correct re-order, or 
whether to re-order at all. As the 
“planned low” quantity on the label 
is always one-half of the previous 
total, he merely doubles it and from 
this subtracts the quantity or num- 
ber still on hand. This shows the 
number sold, of course, which he 
writes in that space of the card. 
Subtraction of the date on the label 
from today’s date at the top of the 
card shows the number of days in 
which they sold, which he also 
writes in. He now computes correct 
re-orders. This is no matter of 


opinion or guesswork, for all quanti- 
ties are governed by a formulated 
rule, stated in a table. (See Fig. H.) 

In the “low” item reports illus- 
trated, the first, Stanley butts, in- 
dicates two weeks for delivery and 
the item sold “low” in 25 days. In 
the 25 line of the “days of selling 
column” of the table he sees, in the 
2 week delivery column, a “multi- 
plier” figure of 2. This merely 
means that multiplying the pieces 
sold in 25 days by 2 will show the 
number needed for a 7 weeks supply. 
This is what we must provide, in 
stock and on order, so that one-half 
of it will be a logical next “planned 
low,” or a 34% weeks supply, as 
planned. This does not mean carry- 
ing a seven weeks stock, because it 
includes those being ordered. The 
average stock on this basis is less 
than 314 weeks supply, which repre- 
sents about 15 stock-turns a year. 
This is the quickest turnover possible 
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to avoid lost sales from “outs” under 
2 weeks delivery conditions. 

The actual “low” on hand is shown 
to be 5. This, subtracted from the 
12 previously there, (twice 6, the 
“planned low,”) shows 7 to have 
sold. Multiplying 7 by 2 shows 14 
in all, as needed for a 7 weeks 
supply. Already having 5 of these, 
the correct re-order is shown to be 
9, which is noted on the card as “To 
Buy.” After all the items or labels 
on a card are so computed it is ready 
for the buyer to write the orders. 
Unless he has just had or is planning 
some special promotion, (advertis- 
ing,) for an item or unless its season 
is ending, as a highly seasonal item, 
the rule must be to order the nearest 
purchaseable quantity, (the way the 
goods come packed,) that will cover 
the “To Buy.” In this case one- 
dozen packing is indicated and 
ordered, and “12” entered in the 
“Ordered” space of the card. If 
there may be need to check back later 
and orders are serially numbered, 
some stores enter this number also, 
or have their buyers do so. 

In the case of the second item il- 
lustrated we see that 20 pieces sold, 
but it took 63 days to sell them. In 
the 60-day line and 2 weeks column 
we find the “multiplier” 34. Three 
fourths of the 20 pieces sold shows a 
total need of 15, on hand and on 
order. As we have 16 still on hand, 
it shows that we have “zero” or none 
to buy. Now, if we wish to keep 
this item in stock we can only post- 
pone re-ordering it, so we write 
“P.P.” in the “Ordered” space of the 
card. This causes a fresh label of 
“control” to be put on it. The date 
of this will be today’s date, “88,” 
and its new “planned low” will be 
one-half of the remaining 16 pieces 
or 8. In this way all “slow” or over- 
stocked items are soon cut down. If 
slow enough an item will eliminate 
itself and can only be carried, with 
one’s eyes open, as a “service” to 
customers. 

In the case of the third item it took 
85 days to sell 8 pieces, leaving 8 
on hand. The “multiplier” figure in 
the 85-day line is only 44. One-half 
of the 8 sold shows need of only 4. 
As we have double this number on 
hand, (a 14-weeks supply,) we of 
course have none to buy. This item 
looks so bad, however, that we in- 
vestigate it. Probably we drop it, 
or discontinue it, marking the card 
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Fig. D. Table of Multipliers 


To compute re-orders for the fastest pos- 
sible stock-turn without losing sales from 
“outs.” The pieces sold in any number of 
days, multiplied by the figure in that day’s 
line, in different delivery-columns, will 
show how many should be in stock and on 
order, combined. 


Days of lwk. 2wks. 3 wks. 4 wks] 


selling del’y del’y del’y del’y 
Up to 7 by 4 7 9 11 
8 3% 6 8 9 34 
9 3 5% 7 8% 
ey ane rans ay? 
4 
12 3% 4 5% 6s 
13 2% 3% 5 6 
14 2 3% 44 54% 
15 1% 3% 4% 5% 
16 1% 3% 4 5 
17 1% 3 334 434 
18 1% 234 33g 4% 
19 1% 2% 3% 4% 
20 1% 2% 3% 4 
21 14 2% 3 3% 
25 1% 2 2% 3 
30 1 1% 2 2% 
35 % 1% 1% 2% 
40 34 1% 1% 2 
45 34 1 1% 1% 
50 % 1 1% 1% 
55 Ye 1 1% 1% 
60 4 34 1 1% 
65 4 % 1 1 
70 4 4% 34 1 
75 % 4 34 % 
90 @ % 38 3% 








“D.” It is not re-labeled but re- 
moved from “regular” stock and put 
with the other segregated, obsolete 
goods, to be specially pushed. 


Labeling Re-order Shipments 


When the 12 pieces which we re- 
ordered of the first item come in, a 
fresh label goes on when they are 
put into stock. Most stores write 
this at the same time as the re-order 
and attach it with a paper-clip to the 
file copy, thus losing no time when 
the goods arrive. The date of this 


‘fresh label is 88, the date of the 


“low” report, for each sales-move- 
ment of an item begins on the day 
when the previous one ended. The 
“planned low” on the new label will 


be one-half of the combined re-order 
and the actual “low” or on hand, 
since this total was as near as we 
could provide to a 7-weeks supply. 
In this case the 12 re-ordered, plus 
5 on hand, makes 17 and one-half 
of this we call 9, as the new “plan- 
ned low.” It must be remembered 
that this process is no “model” or 
“basic” stock system and maintains 
no set, theoretical qualities. The 
stock-quantity here changes with 
every change in selling-speed. Actu- 
ally, our customers govern our stock- 
quantities. 


Accumulating “Lows” for 
“Line” Re-order 

Where a wide line of one manu- 
facturer is carried and we must avoid 
straggling orders and shipments, we 
plan certain dates, like the 1st and 
15th of the month, for such group 
reorders. Daily, as items are re- 
ported “low,” we promptly compute 
them but do not write orders, laying 
aside the card until the ordering-day 
comes, then making up the group-re- 
order. But this means that we must 
carry longer stocks, so we arbitrarily 
put such lines on an artificially 
longer delivery basis, like 3 weeks in 
place of 2, and compute our quanti- 
ties accordingly. For here we are 
delaying re-orders on some items 
until a number of other items reach 
“low,” thus requiring longer average 
stocks to avoid “outs.” By this 
system, however, we will maintain 
balanced assortments, even though in 
bigger quantities than are actually 
needed, for the sake of shipping 
economies. 

This system has improved sales, 
reduced stocks and saved markdowns 
in every store using it conscienti- 
ously, and is the easiest of all stock- 
control systems, once the stocks are 
put in orderly arrangement. 





The printed forms used in this “Recordless Stock Control” 
system are available at nominal cost. However they are not absolutely 
essential to the successful operation of this system. Ordinary gummed 
labels and plain white cards may be ruled and used with the common 
shipping room variety of gummed paper tape in rolls. Readers who 
wish to purchase the printed forms may do so through HARDW ARE 
AGE. Prices are: Tape, 75 cents per 500 ft. roll; Labels, 90 cents per 
roll (1000 items); Report cards, 75 cents per 100. Cash, money 
order or check should accompany orders and may be sent to the 
New York City office of HARDWARE AGE at 239 West 39th St., 


New York. 


—The Editors. 
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~~ | Attention! 
LET US SUPPLY 
‘OUR COMPLETE OUTFIT 














Here are definite 
ideas for effective 
window displays. 
























* * 


—Four distinct lines 
of merchandise are 
presented forcefully 


Put these windows 
to work for you 


today. 


Vandervoort Hardware Co., 
Lansing, Mich. 
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EFINITE ideas are the stuff of 
D which good window displays 

are made. If your prospec- 
tive customer gets a definite impres- 
sion of a Boy Scout display, a tool 
window, a paint arrangement or a 
bathroom accessory layout, he is 
more likely to remember your store 
and patronize it than if he has 
merely noticed a miscellany of items 
in your windows. Occasionally a 
window of general interest is produc- 
tive, but to make a more lasting im- 
pression use the definite idea plan. 
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Ernst Hardware, Seattle 


On these pages are four sugges- 
tions as mentioned. Boy Scout 
Week will be celebrated throughout 
the country from February 8 to 14. 
This window provides the suggestion 
for attracting the interest of every 
Boy Scout and his parents within 
your community. The words “Boy 
Scouts” are, of course, made with 
rope. The rest is easy with the 
HarpwareE AGE interchangeable dis- 
play fixtures. You can make these 
fixtures yourself. The window dis- 
play editor will send a sheet of in- 
structions without charge for the ask- 


ing. 
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Attract 


At this season of the year interest 
in workshops is at its height. A 
window such as that used by the 
Ernst Hardware Co., Seattle, illus- 
trated center of page 34, is sure to 
attract anyone who has ever used a 
jig saw. The display featured “jun- 
ior handicraft” plywood cutout 
boards. 

Colorful windows like that of the 
Vandervoort Hardware Co., Lan- 
sing, Mich., featuring paint, are de- 
pendable for making definite impres- 
sions upon prospective customers. 
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The High Cost of Cheap Christmas Tree Lights 


has told you about the high 

cost of cheap lamps, particu- 
larly the inferior grade lamps made 
in Japan and in other foreign coun- 
tries. They do not last as long as 
high-grade American lamps. They 
burn more current. Their continued 
sale in this country is robbing Amer- 
ican workmen of their jobs—taking 
away from whole families their 
means of making a living, eliminat- 
ing them as your customers. Im- 
partial tests by reputable and com- 
petent laboratories have established 
beyond all doubt the actual economy 
of buying American quality lamps, 
the distribution of which helps keep 
Americans like yourself in jobs so 
they can buy what you have to sell. 

An interesting test conducted by 
the General Electric Lighting Labo- 
ratories at Nela Park conclusively 
shows that Mazda Christmas tree 
lamps are cheaper in the long run 
than inferior, lower-priced, foreign 
lamps. The accompanying photo- 
graph shows how the test was con- 
ducted, and offers graphic evidence 
of the superiority of the American 
product. 

For the test, the two square boxes 
on either side of the signboard (see 
the photo) were wired for 100 lamps 
each. Ten standard mazda and 10 
foreign lamps were purchased in each 
of ten retail stores in Cleveland—a 
total of 100 lamps of each kind. In 
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no case did a sales clerk know how 
the lamps were to be used. 

Both groups of lamps were burned 
on exactly the same voltage and for 
the same length of time. During the 
first week they were turned on each 
day for as long a period as the aver- 
age Christmas tree is lighted, and 
after that for shorter periods. 

In 21 days, 52 of the foreign lamps 
quit cold. In the same length of 
time only 2 of the American lamps 
burned out. Thus the American side 
of the board remained bright and 
shiny, whereas the foreign products 
looked dull and even sad. In the 
latter group the paint was of poor 
quality, with many lamps chipped 
and flaked. There was a noticeable 
lack of lustre in the coloring of these 
foreign lamps, and the paint on them 
burned off in a few days. 











The official record which follows 
shows 98 out of 100 American mazda 
quality Christmas tree lamps still in 
service at the end of the 21 days’ 
test, and only 48 of the foreign in- 
ferior products even lighted at the 
end of that period. Here is the test 
record: 


American Foreign 
Quality Lamps Date Lamps 
99 Dec. 1 95 
98 Dec. 2 91 
98 Dec. 5 81 
98 Dec. 6 67 
98 Dec. 7 65 
98 Dec. 8 58 
98 Dec. 9 58 
98 Dec. 12 56 
"98 Dec. 21 48 


These additional facts should be 
used by every American hardware 
merchant. 
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Special lighting fixtures for open top dis- 
play tables serves a double duty as a sign 


By ALFRED PAULUS* 


ETTING people into your store 
G is perhaps the greatest of all 

sales problems, but even when 
that is surmounted, the battle of sales 
has yet to be won. Merchandising 
must be kept in full swing right up 
to the time the customer says, “I'll 
take this.” Lighting on counters, 
wall cases, and throughout the store 
is indispensable to successful selling. 
Yet its influence on store traffic, or 
directing customers down the chan- 
nels of actual sales, can be more 
widely utilized. 

Shoppers usually saunter around 
a store of their own accord, perhaps 
seeing what the merchant wants to 
sell and perhaps not. Why leave 
this essential function to doubt when 
there are artificial means of making 
it a reality? Like the “green” light 
which keeps street traffic moving, 
light in the store keeps customers 
moving by your counters, increasing 
the amount of merchandise coming 
to their attention. 

Directional signs are the usual 
medium of controlling store traffic. 





*Westinghouse Lamp Company 


io TURNOVER, the dream of every hardware dealer, will 
before consumer eyes, but also so arranged that people will 
of directing store traffic. It requires no elaborate or costly installat 
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At a glance they show the way to 
elevators, stairways, and various sec- 
tions, particularly in large depart- 
ment stores. In the average hard- 
ware store, however, this type of sign 
has fewer applications, perhaps 
identifying a bargain basement, the 
office, or a second floor sales depart- 
ment. As a directional medium in 
the hardware store then, light can be 
more effective in the form of special 
counter signs, or in the various styles 
of advertising signs supplied by 
manufacturers of hardware merchan- 
dise. 

Those trends in modern store ar- 
rangement which decree that the 
merchandise be displayed on open 
top counters, are basically intended 
to keep shoppers “on the move.” 
Locating the cash register and the 
wrapping counter in the rear, for 
example, is one way of getting more 
customers looking at your merchan- 
dise, which they usually do traveling 
to and from the entrance. Placing 
“quick selling articles” on counters 
at the rear of the store has the same 
effect. If light, in its various appli- 





Directional 


They are the 
“green” lights 
that keep store 
traffic moving 














Directional sign. Uses 40 watt Mazda T-8 
tubular lamp to illuminate the plate glass 
on which letters are etched 


cations, is brought into the merchan- 
dising picture, customer traffic moves 
regularly. 


Interior Signs 


Plain painted signs, carrying such 
simple messages as PAINTS, ELEC- 
TRICAL GOODS, or GARDEN 
TOOLS, are a strong aid in guiding 
the customer to the point of sale. 

Signs of this description are fre- 
quently mounted on bracket arms 
and project from the tops of wall 
cases. Here they may be seen at a 
glance from the entrance, more so 
than if they were attached flat against 
the cases. In marking the location 
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Sigms ... 


of certain floor counters and display 
cases such signs may be provided 
with stands or suspended from the 
ceiling above the merchandise to 
which they are related. 

As a convenience to the customer, 
these signs must, first of all, be 
visible. That means their color 
should contrast with the decorations 
of the cases and the general aspect 

















Suspension type directional sign. Illumi- 
nated with three 25-watt standard Mazda 
lamps 


of the store. Where the merchant 
has a sufficient flair for poster print- 
ing to make his own signs, this ques- 
tion of color is important to visi- 
bility. 

As a rule the visibility of such 
signs depends upon the general illu- 
mination in the store. Where the 
interior lighting has been designed 
to give high intensity with even dis- 
tribution then the merchant can feel 
that his interior signs will be seen. 


Lighted Signs 
The hardware store does not usu- 
ally require elaborate installations 
of illuminated directional signs such 
as those used in large department 
stores, since the size of crowds to be 
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Simple cut-out letters form attractive 
silhouette sign, any merchant can make 
in his own workshop 


controlled are generally not as large. 
A typical use of an interior sign in 
the hardware store would be at a 
section of household hardware. Ar- 
tistic door hinges and wrought iron 
door furnishings can appropriately 
be identified with an attractive di- 
rectional sign constructed of similar 
metal. A section of brass merchan- 
dise could be identified in a similar 
fashion. 

To keep expenditures for lighted 
signs at a minimum, however, the 
hardware merchant would be wise to 
use those signs which manufacturers 
furnish to advertise their particular 
products. The variety and number 
of signs of this character allow plac- 
ing several about the store. Thus, 
not only do they identify products in 
different locations but they direct 
customers to those displays. Placed 
at different spots around the store, 
such signs help to distribute the 
patronage. 

The character of these signs which 
advertise manufacturers’ products, 
makes them suitable for either wall 
cases or open display counters. A 
more powerful sign for open display 
is one which extends the entire length 
of the counter. It can be constructed 
so as to light the merchandise on 
display and also illuminate a sign. 
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Such a sign may be constructed of 
wood or sheet metal in the merchant’s 
own workshop and lighted with 25 
watt Mazda lamps on 10 to 15 inch 
centers, depending upon the amount 
of light the merchant desires. A 
sheet of plain frosted glass in one or 
both of the vertical sides lends it- 
self to signs, while light from the 
open bottom will shower light over 
the counter. 

Special signs for open top count- 
ers, make them easy to change as 
the displays are changed. A counter 
located in the rear of the store and 
used for special sales, and lighted 
in this manner, serves as a medium 
for keeping customers in motion 
from the front to the rear of the sales 
rooms. 


Other Uses of Light 


Illuminated signs are not the only 
means of using light for keeping cus- 
tomers on the move around the store. 
Spotlights trained on special dis- 
plays, so located that they will at- 
tract a customer from one side of 
the store to the other, are successful 
“green lights.” 





come only when the most of his merchandise is not only kept 
move about and see it. That is the function of LIGHT as a means 
ion, but instead, the mere utilization of facilities at present available. 
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(A sequel to “My Suppliers Carry My Competitors” 
printed in HARDWARE AGE last issue, Jan. 5) 


I Resent 
Competition 


From Outside 
The Banking Field 


As Told by a Banker to 


BRACE BENNITT 
National Association of Credit Men 


AM a banker. I have been en- 
| gaged in commercial banking for 

over twenty years in a medium 
sized city. I have tried to conduct a 
profitable business for my bank and 
at the same time serve my community 
for its best interests. One of my 
responsibilities—and, in the past, 
one of my profitable transactions— 
has been to assist our deserving retail 
merchants at the peak times of their 
business year, in meeting their obli- 
gations and taking advantage of their 
cash discounts. They have been good 
customers of my bank in the past and 
I don’t want—and can’t afford—to 
lose them. But there is a very definite 
obstacle presenting itself that bids 
fair to interrupt the mutally valuable 
relation we have had in the past. 

One of these good retail merchants 
came in to do some more business 
with me just yesterday. He, too, has 
been in business twenty years—we 
almost started together to earn our 
livelihoods. We are friends, as well 
as business associates, of long stand- 
ing. 

As we always had done, we sat 
down and brought matters of mutual 
interest up to date, and I was greatly 
concerned to find the decline in his 
financial condition. He is a good 
merchant and keeps apace of busi- 
ness progress, maintaining a good 
stock, an attractive store, a good set 
of books, and so on. True, some of 
his declined condition was the re- 
sult of the last three hard years. But 


the disturbing fact that came to light 
was this: in the comparatively recent 
past, his had been the only store in 
his particular line of business in his 
immediate community. Now there 
are four stores handling the same 
lines and in the same local area. As 
we analyzed the situation, we both 
agreed that the community, with what 
it had to spend, could be well taken 
care of by one good store in this line. 


High Pressure Selling 


We looked at the matter from a 
still longer view, and even in other 
lines of trade. We came across this 
almost universal fact—that produc- 
ers and suppliers of goods handled 
by the retailer had, apparently a com- 
mon belief that the greater number 
of stores handling their goods, the 
greater would be the purchases of the 
consumer. In other words, they be- 
lieved they could increase the amount 
of money the people in our com- 
munity had to spend. 

“High pressure selling” had un- 
doubtedly been to blame for the con- 
gested condition in our retail field— 
but only to a certain degree. But I 
feel that the chief cause for so many 
unneeded stores opening and continu- 
ing in business was the fact they 
are finding the necessary financing 
through what, to me, are unbelievably 
lenient credit privileges. 

Heretofore, I have never had any 
concern about lending my good 
friend, the merchant rather sizeable 


sums. He couldn’t afford to miss his 
cash discounts which more than paid 
for the small interest charges on his 
loan. I wouldn’t mind lending him 
now if the only underlying factor to 
his decreased business was the period 
of recession we are going through, 
but as I analyze his business, a return 
of so-called “good times” is going to 
affect his comparatively little. A lot 
of his business has gone, and it 
isn’f coming back to him as long as 
there are four people in his line of 
business in his community. 

It is rather striking at first glance 
to know that none of these other 
three stores have ever asked credit 
accommodations of my bank. But, 
on second glance, why should they 
have asked money? They are being 
financed, getting loans just as if I 
had advanced some cash over 
the counter, by not having to pay 
their bills in regular time, and not 
paying even the nominal interest 
charged on a cash loan. 

I think I am a little resentful of 
having competition from outside the 
banking field. I am the proper finan- 
cial agent of my community, and if 
I can’t sell my money with a small 
margin of profit, I am in the same 
position as the merchant who does 
not move the goods from his shelf 
at a profit. I don’t suppose I could 
loan to these three stores I men- 
tioned, but I do claim that either they 
should be in a borrowing position 
from my bank or other banking insti- 
tutions, or they should not be in 
business. To put it another way, I 
wonder how many of the houses that 
supply them with goods to sell would 
have given them in cold cash the 
equivalent of the merchandise they 

(Continued on page 54) 
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¢The Pioneer Limited” 


ANS was a short, stocky, 
H young German. He was born 
in this country, but I remem- 
ber him telling me he had no living 
relatives. He had been a hardware 
clerk in a small town, and I hired 
him as a salesman to work small 
towns. He was a good salesman for 
the small trade. A hard worker, 
when he worked. He not only 
cleaned up the want book, but he 
“dug in,” and most of his orders, 
although in small quantities, were 
good long ones. He was not a price 
cutter; in fact, very few items on his 
orders were ever priced. He left that 
detail to the pricing department. His 
trade all liked him. As a matter of 
fact, it was no trouble for Hans to 
sell goods. However, unfortunately, 
Hans had one failing. He would get 
drunk and join the disappearing 
club. At more or less irregular 
intervals Hans blew up. 
I liked Hans. I talked to him 
about this failing. I made him 


promise to stop. He promised, but 
his promises were written on sand. 
Taking an interest in Hans and his 
accounts I used to write him frequent 


letters. When he opened a new ac- 
count it was my custom to acknowl- 
edge the order personally. Then 
sixty days later I would have the ac- 
count looked up to see if they had 
bought any more goods. If they had 
I thanked them. If not, I asked why. 
Then I wrote weekly salesmen’s 
letters of a more or less illuminating 
character that Hans seemed to like. 
These letters were not highbrow. 
They were aimed at my audience, a 
force of travelling salesmen. In 
these letters I frequently told stories: 
I joked; but some of the jokes had a 
point. Here is a sample of one of 
the stories in the weekly letter. 

A general store account quit buy- 
ing from us. I wrote and inquired 
why? The reply was to the effect 
when our salesman called he would 
step behind the candy counter and 
eat chocolates while he waited for the 
proprietor to buy hardware. He 
never offered to pay for the choco- 
lates. He lost the account. Moral: 
Keep your hands out of your 
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customer’s showcases. Of course, I 
know that is a punk story, but Hans 
liked it. He told me after reading 
that weekly letter he quit nibbling 
crackers, candy and other things 
when he called on his trade. 

Finally, after a prolonged dis- 
appearance, I had to fire Hans. I 
did this by letter. We got most of 
our samples back. Hans also wrote 
that this last spree was final, but 
there was nothing doing. 

After awhile came the great World 
War. One day a letter came from 
France from Hans. He was in the 
trenches. He said that a fellow had 
a lot of time to think when he was a 
sentry under the stars in the 
trenches. He had always thought of 
me and what a d— fool he had been 
to crook his elbow. He wrote that 
after leaving us he went with another 
house, but they wrote very few letters 
to their customers. If he opened a 
new account there was no acknowl- 
edgment. If a customer stopped 
buying, nobody wrote and asked 
why? He said he missed our system. 
He missed my letters. This all came 
from France. 

Then one day I received a letter 
from a Commanding Officer on the 
other side. Hans had been killed in 
action. He was shot just as he went 
over the top in the dawn of an early 
morning. This officer wrote that 
Hans was a good soldier. He had a 
fine record. He had named me as 
his next of kin and so his death was 
reported to me and before he was 
buried all of his possessions in the 
world were sent to me. There was a 
small box with cuff links and a few 
buttons. There was a pocket knife, 
one of our knives that Hans used to 
sell, a pocketbook and a little book 
of poems. That is all Hans had, and 
now I am keeping them in memory 
of Hans because he told me he had 
no relatives. That’s all. 

* * * 

We are starting into a new year. 
We hope it will be a better year. All 
the trade magazines of all the vari- 
ous lines are giving a lot of advice 
about how to handle salesmen. I 
have a letter from one magazine ask- 


ing me for a suggestion. My answer 
was that the first thing for a sales- 
man to think about was to try to 
earn and deserve the friendship of 
his customers. As I expressed it, 
every salesman in 1933 should try to 
“get closer” to his trade. 

Then I am asked what I think 
Sales Managers should do in 1933. 
To me the answer is simple. In 
these hard, irritating times, when so 
many dealers are losing money and 
fighting a battle just to stay in busi- 
ness, there is a lot of “chiseling” be- 
ing done. Dealers greet salesmen 
with a frown and a snarl. They look 
up kicks and complaints. They wish 
to put the salesmen on the defensive. 
They are going to switch their ac- 
counts. In bad times dealers are 
always thinking of switching. The 
grass is always greener in the other 
fellow’s front yard. Every day the 
traveling salesman has to go up 
against this kind of a reception. The 
glad hand has also been forgotten. 
In 1930 dealers were cold, in 1931 
they were colder and in 1932 they 
were coldest. Of course, I do not 
say this is true of all dealers, but of 
a lot of them. There are exceptions. 
There are some dealers who have 
been able to retain their milk of 
human kindness even through the 
depression. 

What is all this leading up to? 
Just that my sympathy, especially in 
the past two years, goes out to the 
traveling salesman. He hasn’t slept 
on a bed of roses. 

Recently, in a hotel, I was sitting 
at one of those long desks writing a 
letter. A salesman took a seat be- 
side me. He threw some _ long 
envelopes on this desk. He sat there 
and looked at the sealed mail. He 
did not open it. I looked up and 
caught his eye. I smiled and in- 
quired, “Well, how’s everything?” 
“Rotten!” he replied. Then we had 
a little chat. The mail lay on the 
desk in front of him unopened. “You 
know,” said he, “I hate to open this 
mail. I know what is in it. I will 
get a lot of advice, instructions and I 
will also catch h—. My Sales Man- 
ager is a driver. He is one of these 


39 











desk pounders. Whenever I read one 
of his letters I feel like committing 
suicide. After reading one of his 
tirades I haven’t enough guts to go 
out and call on a dealer. I feel like 
taking a drink. What a life!” 

All this meandering leads up to 
the point that in my humble judg- 
ment the Sales Manager in 1933 
should cultivate first sympathy and 
then patience. He should make the 
keynote of his contact with his sales- 
men—“ENCOURAGEMENT.” The 
good Lord knows the salesmen need 
a little encouragement. A salesman 
should open his mail anticipating a 
sympathetic, understanding _ letter. 
No salesman should be afraid of his 
mail, When the salesmen of a house 
are afraid of their mail, then there is 
a poor Sales Manager at head- 
quarters. 

* * * 

One of the greatest merchants this 
country has ever known told me that 
he had studied the handling of sales- 
men for years. He had studied get- 
ting results and at last he came to the 
conclusion that if he should write a 
book on salesmanship that book 
would be all blank pages except one 
page and on this page would be 
written the single word “ENCOU- 
RAGEMENT.” 

This merchant always encouraged. 
If you fell down he picked you up. 
If you made a fool of yourself he 
smiled and pointed a better way. He 
possibly .was the greatest developer 
of salesmen and sales executives that 
this country has ever known. His 
boys, today, are scattered all over 
this country occupying high execu- 
tive positions. They all loved the old 
man. They remember his maxims. 
They quoted him. He has been dead 
for many years, but this merchant 
lives on in these men he trained. 
They think his thoughts and quote 
his words. 

* * * 

In dictating these offhand letters I 
do not have to draw upon my imagi- 
nation. The panorama of life that 
unfolds daily before me gives me 
matter for many more letters than I 
write. 

Recently, I had a striking experi- 
ence. At least to me it was dramatic. 
I took a train in a far Western city 
to travel 500 miles across the North- 
western prairie. My journey was 
into the country of “So Big” and 
“My Antonio.” Have you read these 
books? They describe pioneer life 
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on the Northern prairies. These iwo 
books are human, sympathetic, dy- 
namic. As you read, unbid, the tears 
will form in your eyes. If you are 
old they will wet your glasses and 
you will have to wipe them with your 
handkerchief, look out of the window, 
and then go on with the story. It is 
real human stuff. 

As I started to say, I took this train 
from a large city to travel at night 
over these prairies where these pio- 
neers had traveled years before in 
their covered wagons. It was the 
Pioneer Express. In the dining car 
they served a table d’hote dinner that 
was a banquet. There never was 
such a dinner at the price. There 
were no “choices.” You could eat as 
much as you pleased and you could 
call for a second or third helping. 
That is the rule on this road for this 
one grand Gargantuan meal. 

Then, stuffed to the lid, I lighted 
a cigar and walked back to the club 
car. There is nothing in the world 
that would ever equal this club car. 
It was made of polished mahogany 
and stained glass. There wasn’t a 
straight line in the car. Even the 
windows were arranged in curves. 
The ceilings were curved. The fur- 
niture had curved arms and curved 
legs. The mirrors were all set in 
curves. Then there were solid ma- 
hogany pillars with Corinthian capi- 
tals. My, my, it was the grandest club 


car I ever saw. The imagination of 
some cabinet maker ran riot when 
this car was built. This car certainly 
spelled “luxury.” It impressed me 
because I had just traveled to this 
Western city on another train, where 
all the decorations in the club car 
were very reserved. However, the 
color tones indicated the touch of an 
expert artist. The change from this 
reserved club car to the other car was 
like first listening to music by Chopin 
and then being serenaded by a 
modern jazz band. 

The car was crowded with men and 
women of all kinds. Every seat was 
taken. The air was thick with smoke. 
Then the tall Negro porter turned on 
the radio. Oh, ye gods and little 
fishes! Sixty miles an hour in this 
club car with a radio going full blast. 
It was Thursday night, Baron Munch- 
hausen held forth on the radio. 
There were screams of laughter. All 
of us became acquaifited. We had 
one grand party, all these strangers 
on this club car of the Pioneer. 

Then, as I stepped on the rear 
platform to get a breath of the cold 
night air, as I heard the rails click 
and saw them converge into the 
moonlit distance, I thought of how 
the other pioneers crossed these same 
prairies. Where was “So Big,” 
where was “My Antonio,” as we 
rushed shrieking and roaring into the 
moonlit snows of the West? 





The Proposed Income Tax Advances 


by L. W. MOFFETT 
Washington Representative, Hardware Age 


The proposed increase in income tax 
rates, together with the lowering of the 
exemptions, might well startle the 
populace. They would equal the war- 
time levies which were made when 
there was no unemployment. The pro- 
posed taxes would begin with a basis 
2 per cent above existing rates and 
apply to all unmarried men and women 
with $1,000 income or more, and all 
married men receiving $2,000 or more. 
At present comparative exemptions are 
$1,500 and $2,500. 

This plan has not been “officially” 
called off. But it is freely predicted 
that it is as good as dead. What will 
take its place is a puzzle the Democratic 
leaders would like to see solved satis- 
factorily. In some quarters it is pre- 


dicted that at its best the budget bal- 
ancing program, in the absence of a 
general manufacturers’ sales tax, will 
be a hodge-podge, and will not do the 
necessary balancing. The extension of 
existing excise taxes, such as those on 
motor vehicles, tires, electrical refrig- 
erators, sporting goods, and firearms, 
is expected by some to be adopted with 
new excise taxes added. In other 
words, discriminatory taxes are looked 
upon as being listed for extension. The 
guess of one is about as good as that 
of another as to what other devices 
may be turned to in a desperate ef- 
fort to raise much-needed revenue 
which business in all lines is eagerly 
awaiting. 


NOTE—Information you will need for making income tax returns 
will be the subject of an article in the next issue of HARDWARE AGE, 
dated February 2, 1933. The author is a competent tax accountant. 


—The Editors. 
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ETAILERS in all lines are 
R considering a percentage 

leasing rental arrangement. 
While this form of leasing is not as 
popular among hardware stores as 
it is with department, drug, chain 
and some other types of retail busi- 
nesses, it is a subject of wide interest 
to hardware merchants. As was em- 
phasized in the article “1933 Store 
Rents Must Come Down” (See Harp- 
WARE AGE, January 5, 1933, page 
28), a large share of future retail 
hardware profits must come through 
reduced overhead expense. Rent, 
next to salaries, is the largest expense 
item in the average hardware store. 
Salaries generally have been “cut 
to the bone.” The same is true of 
other items of expense. In most in- 
stances, rent stands alone as the one 
expense which has not been brought 
into line with present day condi- 
tions. 

Reports from a_ representative 
group of hardware merchants, pub- 
lished in the previous article indi- 
cated more than 60 per cent have 
had rent reductions—but in most 
cases inadequate. Despite the re- 
ductions, reports showed the portion 
of gross sales expended as rent was 
excessive when compared with for- 
mer years. 

Percentage leases would do much 
to alleviate this problem. The prize 
advantage of the percentage lease is 
that it automatically adjusts itself 
to conditions. The disastrous conse- 
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lowered. 


J. M. Witten, in last issue, pointed 
| out that 1933 store rents must be 
In this article he gives 


reasons why 


quences of excessive store rent is 
better appreciated when the facts 
are studied. Dr. John H. Cover, of 
the University of Chicago, in col- 
laboration with the United States 
Department of Commerce, made a 
study of 1800 retail bankruptcies in 
the Chicago area from July, 1930, to 
June, 1932. This disclosed the ma- 
jor part high rents play in present- 
day insolvencies. Referring to hard- 
ware stores that failed, Dr. Cover 
tells HarpwareE AGE, “The arithmetic 
mean of business rent divided by net 
sales was 22.5 per cent for hardware 
stores which had failed in the Chi- 
cago area; the median ratio of rent 
to net sales was 15 per cent. 

“Previous studies made by Har- 
vard University, the United States 
Department of Commerce and other 
groups indicated that going concerns 
in the period previous to 1930 had 
about 6.2 per cent of their annual 
sales expended as rent. 


“Our own study of rentals for 
hardware stores in the period July, 
1930, to June, 1932, indicated for 
going concerns from 10 per cent to 
12 per cent of their total net sales 
as rental expenditures.” 


How Percentage Is Obtained 


Explaining methods used to de- 
termine the percentage quoted, Dr. 
Cover, says: “The arithmetic mean of 
the ratio of rent sales was obtained 
by dividing each rental by the net 





May Solve Your Problem 


sales for the particular firm and then 
obtaining an arithmetic average of 
all percentages. The median was ob- 
tained by arraying the ratios of rent 
to net sales in order of value and 
choosing the middle item.” 

The excessive rents paid by sev- 
eral of the large chain store sys- 
tems are largely responsible for their 
present difficulties. One of the lead- 
ing drug chains has said a rent re- 
duction of 25 per cent for their 555 
stores is essential if receivership is 
to be averted. Some large corpora- 
tions with burdensome leases have 
placed their holding companies, with 
which all lease-holds were deposited, 
in bankruptcy in order to avoid 
these obligations. There is ample 
evidence that independent and chain 
stores have received substantial rent 
reductions. To be on an equal 
footing with competitive outlets, the 
hardware merchant must make simi- 
lar economies. Where excessive 
rents prevail a material saving can 
be made through a percentage lease. 
The rate stipulated does not have to 
be adjusted to depression conditions, 
as the falling off in gross business 
automatically does the adjusting, 
and the rate can remain the same 
as in good times. Where the annual 
volume of business is small the rate 
is lower than where the volume of 
business is large. The reason is self- 
evident—overhead decreases as sales 
volume increases. 

The National Association of Build- 
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ing Owners and Managers has never 
developed a standardized form for 
percentage leases, primarily because 
of the variations in state laws. Some 
_ local affiliated organizations have 
adopted standard lease forms, but 
most of these are intended to be 
used for office buildings, rather than 
for ground floor retail store loca- 
tions. 

In Seattle, Wash., the Building 
Owners and Managers Association 
made an intensive study of per- 
centage leases and developed a great 
deal of worthwhile information. A 
concrete outline of sound percentage 
lease procedure and a list of recom- 
mended percentages covering nearly 
every type of ground floor tenancy 
was developed. Practices, as out- 
lined in the Seattle report, are ap- 
plicable to any city, but the use of 
the suggested rates would be imprac- 
tical in other cities, unless they have 
a population comparable to that of 
Seattle—365,000. 

E. A. Hart, Chairman, in report- 
ing for the Seattle Ground Floor 
Rental Committee states the commit- 
tee “has decided that the following 
rules should be adopted, as far as 
possible in the making of percentage 
leases of all types. We feel that 
property owners should be particu- 
larly careful in using the following 
rules when making leases on a 
straight percentage basis.” (The 
rules appear in next column.—Ed.) 
There followed a list of percentages 
compiled from data and records of 
rentals actually being paid in the 
city of Seattle, and which could be 
used in making percentage leases 
in Seattle. 

Space does not permit the publica- 
tion of the complete lists of sug- 
gested rates, which includes those 
for some 65 different types of retail 
business. The rates range from 
2% per cent for automobile agen- 
cies, to 33 1/3 per cent for hotels, 
while the rate suggested for hardware 
stores was 7—9 per cent. 

As the rate for hardware stores 
fixed by the Seattle committee is too 
high when compared to the rate paid 
by the average hardware store oper- 
ating under the usual leasing ar- 
rangement (usually about 4 per cent 
of sales) a further explanation was 
requested by Harpware Ace. We 
quote from Mr. Hart’s answer, “It 
is obvious that the value of ground 
floor space in a city of one-half mil- 
lion people should not be compared 
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to a similar amount of space in a 
city of five thousand people. 

“We also feel that the percentage 
which should be used as a rental 
figure should be a fair percentage, 
neither favoring the landlord or the 
tenant. In other words, it is the 
opinion of this committee that there 
is a fair percentage that the tenant 
can pay as rent, regardless of the 
rate that he feels inclined to pay, or 
on the other hand, the percentage 
that certain landlords may demand. 


The percentage we used in our study 
are percentages that hardware stores, 
operating on a percentage basis in 
the city of Seattle are paying. 

“We believe that a hardware store 
should pay a certain percentage re- 
gardless of the volume. The only 
factor that should influence the per- 
centage is the type of business. It 
seems logical to us that a store only 
doing a volume of $10,000 a year, 
paying on the basis of 9 per cent 

(Continued on page 54) 





Seattle’s Percentage Leasing Rules 


Sponsored by the Ground Floor Rental Committee of the 

Building Owners and Managers Association of Seattle, Wash., 

and used generally in that city for governing the percentage 
leasing of retail stores. 


1. That no straight percentage leases 
be made for a period of longer than 
six months, without a recapture clause. 


2. That all percentage leases carry 
clauses requiring the tenant to carry 
a stated minimum amount of stock at 
all times. The valuation of this stock 
should be based on cost prices, tak- 
ing into consideration the fact that 
with today’s low prices an amount of 
money which would buy a representa- 
tive stock of goods today, in normal 
times would come nowhere near do- 
ing so. 


3. The Lessee should be required 
to keep the doors of his store open 
for business a minimum of hours 
daily, and keep all show windows 
lighted until a fixed hour each night, 
and wherever possible, the lease should 
provide that a certain percentage of 
the receipts of the business shall be 
used for advertising. 


4. On all percentage leases where a 
minimum rental is used, the minimum 
rental should be approximately 75% 
of the rate the Lessor would expect 
to obtain as straight rent. 


5. The percentage charged as rent 
should be applied to the gross busi- 
ness done, less returns. The returns 
should not be taken to mean merchan- 
dise repossessed because of nonpay- 
ment, as the Lessor should not be held 
responsible for merchants taking bad 
accounts. 


6. It is also advisable, wherever pos- 
sible, to secure from the tenant a cash 
deposit to be used to protect the Lessor 
from damage to the premises, default 
in lease agreements, or other causes. 
We wish to advise very strongly that 
the Lessor accept this deposit as con- 
sideration for making the lease and not 
as liquidated damages. 


7. All property owners should be 
very careful to secure the proper type 


of business for the location available 
on any type of percentage lease. 
Great care should also be taken to 
select the merchant, as it would obvi- 
ously be a bad deal for the property 
owner were he to take a merchant 
on a percentage rental where it was a 
known fact that the prospective tenant 
was not aggressive and did not have 
the reputation of being a successful 
merchant. 


8. Tenants should pay for all heat 
and electricity used, and should pay 
for all fixtures and structural changes 
made in order to convert the space to 
the specific needs of the tenant. 


9. In this type of lease care should 
be taken to protect the Lessor in the 
event control by the Lessee corpora- 
tion changes hands during the term 
of the lease. It is also obvious that 
it is not good business to make a 
percentage rental with a tenant where 
he is operating other stores in the 
same vieinity on a straight rental, 
or cn a lease where the percentage 
is lower than on your property. 


There is one point the Committee 
wishes to call to your attention at this 
time, and that is the matter of pro- 
tecting the landlord on a straight per- 
centage lease for the landlord’s lien 
in cases of insolvency or bankruptcy. 
The most practical suggestion that the 
Committee has to make at this time, 
in this respect, is that in making a 
straight percentage lease with a re- 
capture right, that a monthly mini- 
mum be specified, but that the lease be 
written so that the percentage only is 
collected monthly and the mini- 
mum to be paid annually by the Lessee 
on the dates established on which the 
Lessor may recapture the premises. 
As this is a rather difficult matter to 
explain in a brief outline, the Com- 
mittee would appreciate having any- 
one desiring more detailed information 
on this matter make inquiry from any 
member of the Committee. 
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A REGULAR FEATURE 
OF HARDWARE AGE 


How’s ue Hardware Business? 


Mr. James interprets for 
hardware men, such basic 
factors as, crop outlook, 
freight car loadings, circu- 
lation of money, building 
progress, employment, etc., 
He also deals with specific 
price trends, demand for 
merchandise, shortages 
and future outlook as re- 
flected by his study of the 
national hardware market 
situation. 
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O offset natural decreases in the 
buying power or the buying will- 
ingness of his old customers, the 
alert merchant has, for 1933, a definite 
plan for increased business, regardless 
of conditions or the times. He will 
use two outstanding methods—first, a 
campaign of price and display to get 
back the volume lost to more ener- 
getic competitors. Then, too, he will 
seek the latest in new goods—to create 
new desires for new conveniences. in 
his community. 


Inventory Slows Buying 


The year-end is annual inventory 
time for most dealers and wholesalers, 
and occupies more attention, unfortu- 
nately, than buying and selling. Few 
are finding their 1932 figures cheerful 
reading, but all are heartily glad that 
the book of the old year is closed. 
Stocks were probably never so clean, 
and accounts have been worked into 
generally better shape. The business 
man, great or small, who has safely 
come through the past three years of 
stress, has earned the right to enter 
1933 with a pride and confidence born 
of real achievement. He has never 
lost his faith in the ultimate future of 
American industry, nor his vision of 
coming success and fortune built upon 
the experience of these strenuous days. 


Hardware Price Changes 


This, too, is the time for manufac- 
turers’ reviews of prices, with numer- 
ous changes affecting hardware costs. 
Not all of these are declines, for many 
industries need, and are striving for, 
price recovery. There seems to be real 
strength, for example, in the screen 
cloth market, which is about ten per 
cent above last year on steel cloth 
(painted or galvanized), though down 
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by STEWART JAMES 


about ten per cent on bronze and cop- 
per. There is very little early order- 
ing, and, consequently, no occasion for 
the price-cutting prevalent in most 
previous seasons. Published mail- 
order prices on screen cloth, too, are 
sharply higher, which is a great re- 
lief to makers and distributors alike. 

Unfortunately, the situation is not 
so satisfactory.on galvanized hexagon 
poultry netting, as prices below the 
dealer’s cost schedule are named on an 
imported brand, in a leading mail- 
order “super-sale” advertised for Jan- 
uary and February. As in the past, 
the import origin is not indicated in 
the advertised description. 

Heavy steel melting scrap was ad- 
vanced 25 cents per ton (about 3 per 
cent) in the basing Pittsburgh market 
on January 10. Fabricated steel 
prices, except for the largest negotiated 
transactions, are steady. The expected 
advance of 15 cents per 100 Ib. (5 to 
6 per cent) on fence and netting staples 
went into effect January 1, but prices 
on nails, barbed wire and smooth fence 
wire were not altered. 

The spectacular manufacturers’ ad- 
vance of 25 per cent on wood screws 
has hardly been tested as yet, but 
wholesalers are finding it necessary to 
pass along most of this raise to the 
retailer, as contract “protections” are 
not the rule among wood screw makers. 

The President has acted on _ inves- 
tigations of the Tariff Commission, 
with the result that the duty on alumi- 
num folding rules will be increased 
from 45 per cent to 65 per cent ad 
valorem, and the duty on wooden fold- 
ing rules from 40 per cent to 60 per 
cent. Another tariff change of interest 
to the hardware trade is that the rate 
on cocoa fiber mats is raised from 8 
cents to 12 cents per square foot. It is 
reported that distributors’ warehouse 
stocks of cocoa mats are unusually low, 
and that the cost advances will prob- 
ably be in almost immediate effect. 

Late price changes in the electrical 
field include an advance of about 4 
per cent in rigid conduit, and competi- 
tive reductions on additional brands of 
electric irons and kitchen mixers. 

Makers of brass and copper products 
reduced base prices on January 2 
114 to 214 cents per pound on sheets, 


strips, pipe and tubes. No change was 
made on wire, which remains at the 
marked-up basis of last September. A 
later decline in the copper wire groups 
is, however, generally expected. 

A decline of one-half cent per 
pound in the base prices of cut and 
wire tacks, including double-pointed, 
was announced on January 3—the first 
major change in the tack industry 
since the advance of last May, when 
the much-criticized base-price system 
was initiated. Wholesalers, generally, 
are disappointed that a modern net 
pricing schedule has not been adopted 
to supersede the base-pricing method. 

White lead in oil declined one cent 
per pound on December 30, and pro- 
ducers are accepting orders with 
March 31 dating—with their prices 
guaranteed against their own further 
price drops for the spring season, 

Manila rope—of the best, or num- 
ber one, quality only—was reduced one 
cent per pound at the first of the year. 
There were no changes on sisal rope, 
nor on the cheaper grades of manila, 
which have for many months been held 
by competition to a very low basis. 

The leading basic metals have fluc- 
tuated rather slightly during recent 
weeks. Mid-January quotations on tin 
were at 223% cents New York, about 
four cents above the 1932 low. Copper 
was at five cents, the low mark. Pig 
lead was at 2% cents, and zinc at 314 
cents New York, compared to a 25% 
cents low for both in 1932. 


Commodity Prices Down 

In the eighth successive week of de- 
cline, the Annalist index of wholesale 
commodity prices dropped to a new 
low of 83.7 on January 3, from 84.3 
the week previous, and from 94.7 a 
year ago. Seasonal declines in live- 
stock accounted for the loss, and more 
than offset higher prices for wheat and 
cotton. Except for livestock and 
meats, other commodity groups were 
fairly steady, helped, no doubt, by the 
stimulus of a stronger stock market. 

With food price averages on January 
3 at a new low, and with the depart- 
ment of agriculture farm price index 
on December 15 at 52 per cent of the 
pre-war figure, the losses of the past 
year on farm and food products are 
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significantly summarized. Between 
January 1 and mid-December average 
prices of agricultural products, as com- 
puted by tke Bureau of Labor Statis- 
tics, declined by 18.1 per cent, while 
the general price level was falling by 
only 7.8 per cent. 

Hope for farm improvement in 1933 
undoubtedly depends more upon the 
adjustment of acreage, upon the yield 
of crops, upon the solving of the prob- 
lems of distribution and upon general 
business recovery, than upon new ven- 
tures of exclusively “farm relief” by 
the government. 


All Eyes on Washington 

The questions of prime importance 
among our people are still questions 
of governmental policy. How well and 
how soon can the budget be balanced? 
What stringent economies in nation, 
state and city will serve to relieve our 
tax burdens? And how prompt and 
how wise can be our international ad- 
justments ? 

The government ended the first half 
of its 1933 fiscal year on December 
30 with a deficit of 1159 million 
dollars. In the six months starting 
last July 1 the government collected 
from all sources 1023 millions and 
spent 2182 millions. While last sum- 
mer’s “billion-dollar” tax measure in- 
creased miscellaneous internal revenue 
$117,000,000, income taxes dropped 
$272,000,000, more than neutralizing 
the gain of the new levies. However, 
the deficit at the end of the past six 
months was $226,000,000 less than that 
for the first six months of 1932. 

The pros and cons of inflation form 
the text of much lively palaver nowa- 
days, both in financial and_ political 
circles. There is a fascination in the 
thought of adjusting today’s dollar so 
that its value as a medium for liquidat- 


ing boom-time indebtedness will match 
its greatly increased buying power in 
almost any other direction. Conserva- 
tive sentiment still has the ascendancy, 
remembering that government steps al- 
ready taken to curb too-severe defla- 
tion are in themselves negatively and 
powerfully inflationary. 


Deposits and Clearings Gain 

For the first time since 1929 the de- 
mand deposits of the banks of the fed- 
eral reserve system were larger on 
January 4 than in the corresponding 
week a year ago. The net deposits in 
the leading banks of the country have 
increased 10 per cent since July, to 
reach a total of $11,931,000,000 during 
the January 7 week. 

Increasing bank deposits do not rep- 
resent curtailment of credit, but are 
a very favorable sign. Pressure of 
liquidation, from 1929 to June, 1932, 
together with the export of American 
gold, tended to reduce deposits. The 
present rise is a most encouraging re- 
action, though it needs to be coupled 
with loans more in demand and reason- 
ably easier to get. 

While bank clearings last year were 
down 37 per cent from 1931, to the 
smallest yearly total since 1915, they 
are on the mend, and rose about 39 
per cent during the wtek ended Jan- 
uary 4, reaching only 25 per cent under 
the corresponding 1931 week. 


Failures Continue to 
Decrease 

Dun’s record of business failures dur- 
ing the last December week again 
dropped below the figure for 1931, 
HOW’S THE HARDWARE Business? 
totaling 485, compared with 612 in the 
1931 week, and with 525 for the third 
week of December. The comparison 
is said to be particularly favorable, 
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HALF BILLION LYING IDLE 


It is more than three years since the size 
of our paper money was reduced and more 
than $500,000,000 of the old large size cur- 
rency has not yet been turned in for redemp- 
tion, the U. S. Treasury reports. Which means a half billion dollars of this 
currency is withdrawn from circulation for one reason or another since 
banks forward it to Washington to be exchanged as fast as received. 
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because the closing week of December 
ordinarily shows an increase in de- 
faults. Dun’s “insolvency index” for 
December was 145.3, compared with 
158.8 for December, 1931, a very cheer- 
ing improvement. 

December bank failures totaled 
about 100, and approximately 1400 
banks, with deposits of 700 million dol- 
lars, closed last year, compared with 
2298 banks with deposits of 1691 mil- 
lions in 1931. Some 300 banks with 
deposits of about 300 million dollars 
were reopened in 1932. 


Carloadings Are Favorable 

Freight loadings in the United States 
in the week of December 31 totaled 
406,779 cars, the year’s low mark. 
However, the decrease of 87,801 cars 
for this holiday week was the smallest 
year-end recession since 1926, and con- 
trasts with a drop of 140,144 cars be- 
tween the same weeks in 1931 and an 
average decline of 175,000 cars for this 
period, from 1925 through 1930. 

Of special significance is the im- 
provement in miscellaneous shipments, 
which largely reflect factory activity. 
Although nearly one-third of the na- 
tion’s traffic was in this group in the 
week of December 31 the recession 
was less than one-tenth of the total de- 
cline, and the first improvement in this 
class of traffic in many months. 

Recent betterment brought car load- 
ings for the full month closer to 1931 
than in any other month last year, 
and rail earnings should reflect this 
situation favorably. Traffic has now 
improved steadily for nearly six 
months. 

Loadings for the full year 1932 were 
28,194,000 cars, off 8,956.000 cars, or 
24 per cent, from 1931. 





General Electric Increases 
Discounts on Hotpoint Line; 
List Prices Are Reduced on 
Hotpoint Irons 

The merchandise department, General 
Electric Co., Bridgeport, Conn., on January 
5, announced increased dealer discounts on 
the General Electric Hotpoint line of elec- 
tric appliances. Reduced list prices on 
Hotpoint electric irons were also an- 
nounced. 

The new discounts are: 1 to 5 pieces 
(may be assorted) 33 1/3 per cent; 6 or 
more pieces (may be assorted) 40 per cent. 

The revised list prices on irons are as 
follows: 

No. 119F86 A-C-Matic Iron from $5.95 
list to $4.95. 

No. 159F61 popular Model “R” Iron 
from $3.45 list to $2.95. 

No. 159F62 5-pound Calrod Iron from 
$3.45 list to $2.95. 

No. 119F68 3-pound Iron from $3.45 list 
to $2.95. 

No. 149F68 3-pound Iron Travel Kit from 
$4.50 list to $3.95. 
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HE plain fact is—We touched 

and passed the bottom of the de- 

pression last summer. General 
business activity has increased nearly 
15 per cent since then. It is the con- 
sensus of opinion, however cautiously 
expressed, that 1933 will be a better 
year than 1932. It seems improbable 
that the degree of improvement will be 
very great, but undoubtedly the trend 
is in the right direction, even though 
the climb to a condition of normality 
be slow and arduous. i 

We have by now become fully aware 
of our past mistakes, and seem increas- 
ingly conscious that our social-political- 
economic system has in many respects 
outgrown its own tradition, and stands 
in urgent need of reforms in some re- 
spects. Opinions differ widely as to 
what needs to be done, but we are prac- 
tically unanimous in the conviction that 
there can be no return to some of the 
habits and practices that went unques- 
tioned before October, 1929. 

Countless proposals for reform have 
been offered, and continue to be offered 
every day. There is nothing to be 
gained by alluding to all these proposals 
in a sneering manner as “panaceas,” 
“nostrums,” “cure-alls.” Such an atti- 
tude is obstructionist, ignorant and 
prejudiced. In our opinion a large per- 
centage of the changes proposed are 
well conceived. The real and enor- 
mous difficulties will be in arriving at 
some measure of agreement and then 
discovering a means of execution of 
such reforms as are agreed upon. For 
example: a group of distinguished 
economists have addressed an open let- 
ter to President-elect Roosevelt advo- 
cating a lowering of tariffs, quick set- 
tlement of international debts, and our 
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The Future Holds as Mueh 


or More Promise for Industry 
As Did Any Period in the Past 


We Are Nowhere Near Reaching the Limits of Devel- 
opment and Invention—Even If We Were, We Are 


Faced by the Enormous and Inspiring Task of Solv- 

ing the Problem of Distribution—Seeing to It That 

Everybody Is Afforded the Means of Acquiring the 
Good Things of Life. 


(A Market Letter by Oliver Bros., Inc.) 


cooperation in restoring the gold stand- 
ard abroad. Assuming agreement 
among the recognized leaders of the 
various nations on the desirability of 
such a program, its execution seems to 
call for an international dictator, to 
soothe French nerves and _ smother 
French ambitions, to ride roughshod 
over Empire Preference schemes and 
our own dyed-in-the-wool isolationists, 
not to mention the problem of the re- 
distribution of the world’s supply of 
gold, at present nearly all jammed into 
the vaults of American and French 
banks, where it is doing very little good. 

We have a marvelous system of mass 
production and mass _ transportation. 
The sum and substance of our trouble 
is that our distributive system is not 
working properly. We have unlimited 
supplies of raw materials, ample facili- 
ties for converting them into finished 
goods and delivering them to the con- 
sumers; we have hundreds of thousands 
of merchants anxious to sell, but un- 
able to, because we have millions of 
potential buyers unable to buy. We 
have the goods, yet we are in need, be- 
cause we cannot get the goods into the 
hands of the consumers. One solution 
proposed for this difficulty is the 
“spread the work” movement, but in 
our opinion that is no solution at all. 
It relieves the condition of the unem- 
ployed at the expense of those pre- 
viously steadily employed, thus adding 
not one penny to the general purchas- 
ing power. 

If conditions are to improve substan- 
tially, the purchasing power of the 
masses must increase. How this is to be 
brought about is something of a mys- 
tery, in view of the harassed condi- 
tion of the paymasters themselves. Cuts 


in wages, which seem to have outdis- 
tanced the decline in the cost of living, 
have been forced upon employers in 
spite of the perfectly logical argument 
that the crippling of purchasing power 
obviously retards business. 

Monetary inflation is imminent. The 
best available information is to the ef- 
fect that Congress is planning seriously 
to go ahead with some form of inflation, 
whether by lightening the gold content 
of the dollar or remonitizing silver. As 
a stimulus to domestic business it is 
difficult to see the advantages of such 
proposals. There is not now any dearth 
of money; the whole trouble is merely 
that there is little inducement to put 
it to work. And, as we have said, the 
wage level has sunk disastrously. To 
artificially lessen the value of the mea- 
gre sum of dollars still in the pay en- 
vélope is not likely to increase purchas- 
ing power. 

As a means of competing in world 
markets with foreign countries that have 
gone off the gold standard the sort of 
currency inflation being discussed seems 
like a weak-minded evasion of the ques- 
tion of voluntarily going off tke gold 
standard ourselves, or of facing the 
more difficult and more important prob- 
lem of world-wide tariff revision down- 
wards. 

It has always been difficult to explain 
by what process business recovers from 
a serious and prolonged depression. 
The favored theory is that it has usually 
been the opening of some new indus- 
try that has served to stimulate all of 
industry and carry it to the heights of 
prosperity, such as railroad develop- 
ment, shipbuilding, automobiles, the ra- 
dio. At present, hopes are centered in 

(Continued on page 53) 
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As we celebrate Washington’s % 


birthday let us think of the faith 
and fortitude of those who served 
under him for their country dur- 
ing trying years—thereby renew- 
ing our own courage to fight 
through to better days once more, 
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Shears for 
. - 
Spring Sewing 

Soon busy fingers and whirring 
machines will be fashioning 
pretty clothes for spring and 
summer—and, of course, you'll 
want sharp serviceable shears 
like these— 
Straight handle shears with lasting 
sharp edges; full nickel finish; per- 
fect adjustment. 6 inch, 90c; 7 inch, 
$1.15. 


Bent handle shears enable one to 
follow lines of a pattern easily. 
7 inch, 95c; 9 inch, $1.25. 


YOUR STORE NAME 





NOTE 
These ads are 
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HOW TO USE 


The illustrations, layouts and ads supplied with this service are ones 
planned to help every hardware store make its advertising more practi 
and effective by the liberal use of human interest illustrations. Copy is 
always supplied in so far as it is practical for use by all of our clients. 

The description and pricing of the items must necessarily be left to the in- 
dividual store in most cases. In writing the descriptions to give to your 
printer with the supplied ad layout, keep in mind that brief, to the point 
descriptions are the most effective. The style, size, colors, unusual features 
or special economies effected by the use of the item should be given. 
If greatly reduced, it is sometimes desirable to show former as well as 
reduced price. If any question arises concerning the use of these ads, write 
us. You'll find us willing to help you sell more hardware at all times. 


HOW TO ORDER CUTS 


If you have local stereotyping facilities, request the complete sets of mats 
of all the advertising illustrations on these two pages, inclosing your check 
for $1.25. If you need mounted cuts order them by number given under each 
cut, listing the numbers in a column. Figure the charge of 35c. for each cut 
when less than ten cuts are ordered; when ordering ten cuts or more figure 
the charge at 30c. for each cut ordered. Inclose check with order, please— 
this saves bookkeeping of small amounts. 

Your local printer can furnish you with “Stock Cuts” for use with most of 
these ads; or can have an engraver make line cuts direct from these pages. 
You will also find it practical to obtain specific trade mark cuts featuring 
the actual brand and models of the merchandise you handle. Your jobber 
can help you get such cuts from the manufacturer whose lines you sell. 


Send all orders to 


HARDWARE AGE ADVERTISING SERVICE 
239 W. 39th St. New York City 








A Hand Cleaner 


is Handy 
For Those Odd 
Cleaning Jobs 


Ideal for drapes, up- 
holstery, mattresses, etc. 
Has 5'%-inch nozzle with 
brush; switch on motor 
housing; approved: by 








Underwriters. For any 
110-120 volt current, 4 
$9.25. _ 


Three Other Handy 
Electric Helps 


An electric percolator brings 
out the best flavor of the coffee. 
Chromium plated. Non-drip 
spout, always cool handle. 
Complete with cord and plug 























for suggested 
copy. Use your 
own prices in 
place of those 
shown. 

















at $3.95. 


Six-pound iron, full size; 
chromium finish prevents stain 
or tarnishing—with or without 
heel rest; complete with cord 
and plug at $2.95. 


Chromium finish toaster, toasts 
two slices at one time; high- 
grade mica element; with cord 
and plug at $1.65. 
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Here are Ads That Turn 
Customers Thoughts to Spring Needs 
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Consider Spring Cleaning 


Time now to check up—and get all those little things you’ll need 
—thus saving a lot of time and bother when in the midst of 
spring cleaning! 


Cleaning Brushes 


: r art > .<g We have every sort of brush 
wi }.J-} a for cleaning and scrubbing— 
— = all well made, but not expen- 
1 aA sive Dusting brushes, 25c; 
= pet radiator brushes, 40c; scrub 
Oo © ul brushes 25c, 50c. 
——_—_—— e 

— Bathroom Fixtures 
Bathroom fixtures, chromium 

or enamel wire finish, 
HH-7 can be easily installed, and 


yi zive service. 
a will give good 


flat or round— 65c. 
for every need 


Bath tub soap dishes, 25c to 


and purpose; all Toilet paper holder, 25c to 

at moderate 45e. 

prices. Other pieces at proportionate 
prices. 


YOUR 


STORE 








HH-6 





HH-8 


Curtain 
Stretchers 


made of clear 
select wood, 
nickel plated 
brass pins; ex- 
tends to 5 x 8 
feet, at $1.95. 


NAME 


Pride in his new tools will often 


make a man 


jobs about the house you have 
waited so long to have done— 
especially if you get good (Store 


Name) tools. 










undertake those 


And they will be 














Clean Rugs and 
Beautiful Floors 


The pride of every housewife! and so 
easily kept clean and beautiful when 
a (Store Name) vacuum cleaner and 
floor polisher helps! 


The vacuum cleaner has motor-driven 
ball-bearing brush; powerful motor; 
great vibrating, cleaning and suction 
‘action; gets the dirt in minimum time. 
Will wear for years with ordinary 
care—$29.50. 


The floor polisher brush is nearly 
seven inches wide, saving a lot of 
time. Spread the wax, snap the but- 
ton, have bright floors in a few 
minutes, $20.50. 


YOUR 


STORE 








HH-10 


NAME 








lots more satisfactory and last- 
ing than “bargain” tools. 


HAMMERS 


Ripping hammers 
have handy 
straight claws; 
hickory 1 handle; 
head 1 pound; a 
good hammer, 55c. 


SAWS 


Polished tempered 
steel blades, with 
lacquered handle. 
Ready for use. 26- 
inch saw at 75c 





PLANES 


Smooth planes 
with steel cutter 
that keeps its 
edge; ground sides 
and _ bottom, 9- 
inch, $1.25. 


HH-14 


GLAZIER 
TOOLS 


Putty knives with 
flexible blades, 25c. 
Linseed oil putty, 
10c¢ pound. 
Glass cutters, 
10c; others at 25c. 
Glass scrapers at 
20c. 

Special prices on 
clear glass. 





HH-15 


YOUR STORE NAME 
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IN F ORM A L 


EDITORIAL 


COMMENT 





Bust Among Ourselves 


HE retail merchants of Tulsa, 

Okla., conducted a highly suc- 
cessful cooperative “Trade at Home” 
campaign by proving their right to 
local patronage. All of the usual 
sentimental pleas were submerged. 
This campaign established in the 
minds of Tulsa consumer the indis- 
putable fact that Tulsa stores offered 
assortments of merchandise, values, 
courtesy and services that could not 
be excelled anywhere. It was a good 
job well done. You should read the 
full details in the next issue of 
HarpwareE AcE, which will be dated 
February 2, 1933. Don’t miss this 
feature. 





HA —— 


Effective February 1, 1933, the 
Southern Pacific with other Western 
Lines will inaugurate a very forward- 
looking movement to reduce railroad 
fares. O. P. Bartlett, Passenger Traf- 
fic Manager, announces on that date 
the sale of scrip books rated at 2.7 
cents per mile, equivalent to a 25 
per cent reduction from the regular 
mileage rate now in force. This will 
be hailed as good news among travel- 
ing men and firms operating west of 
Chicago. It will effect a reduction 
in one of the most important items 
of traveling costs. It should en- 
courage more traveling by business 
men looking for business, which is 
sorely needed today. 

Three forms of coupon books will 
be issued. Form WS provides cou- 
pons for 2000 miles at $54 (present 
cost $72) valid between Western and 
Southwestern territories and_inter- 
territorially between these sections. 
Form T offers the same mileage value 
for use west of and including New 
Mexico, Colorado, Wyoming and 
Montana. Form TWS offers 3000 
miles at $81 (present cost $108) for 
all territories west of Chicago, St. 
Louis and New Orleans to the Pacific 
Coast. Scrip books will be good for 
one year and may be used on coaches 
and sleeping cars. 
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by CHARLES J. HEALE 
Editor, Hardware Age 


AM traveling expenses are on im- 
portant factor in the cost of 
merchandise, retailers should be 
equally interested in this opening 
wedge for further and more general 
use of the scrip books and reduced 
mileage rates. This is an appro- 
priate subject for the retail conven- 
tions to study and approve. Suitable 
resolutions from each state conven- 
tion would help the cause along. 
And here is hoping that this action 
by Southern Pacific may lead the way 
for the return of the interchangeable 
mileage book. It would help your 


business and mine. 





HA —— 


ARRY R. CLARK sells and re- 
pairs radios in Brooklyn, N. Y. 
He handles only standard high-grade 
American products. The other night 
a customer asked Harry for a radio 
dial lamp. The retail price was 15 
cents. The customer acted very much 
abused, saying he purchased the 
same thing in a chain store, a few 
days previous and paid only 10 cents 
for three of them. “Sure” says 
Harry, “they were Jap or gyp lamps 
which we won’t handle. You bought 
three for ten cents and they all 
burned out in a few days. That is 
why you need another one now. This 
American lamp at 15 cents will last 
for several months, give you better 
light, take less current consumption 
and save you the annoyance incident 
to frequent replacements. You will 
save money in the long run and will 
help keep American factories in busi- 
ness.” The customer showed some 
surprise. He paid the 15 cents mut- 
tering he had “never exactly thought 
of it just that way.” Every store has 
customers who make similar com- 
plaints about prices and every dealer 
can offer the same sensible “value 
argument” that Harry Clark used. 
This same attack is equally effective 
when selling Christmas tree lamps, 
auto lamps and regular full-size 
lamps. 


iy is interesting to know that Win- 
chester has resumed its previous 
policy of distribution through the 
wholesaler. For many years this 
company was an outstanding exponent 
of wholesaler-to-retailer distribution. 
In recent years the entire hardware 
trade recalls this company’s experi- 
ment with a group of Winchester- 
owned stores, and Winchester agency 
stores. These were serviced through 
branch warehouses acquired in the 
short - lived Winchester - Simmons 
merger. When Winchester was pur- 
chased by Western Cartridge Co., 
one of the first changes was the re- 
sumption of the wholesaler distri- 
bution policy. Executives who have 
been with this organization under 
both policies are quite outspoken in 
their approval of the change. This 
policy of distribution is urged in 
Plank No. 1 of the Harpware AcE 
Platform. Having tried other meth- 
ods it can be assumed that Winches- 
ter’s resumption of its previous 
policy is based solely on the merits 
of such policy. Its new owners have 
always followed that plan. Here and 
there are other examples of similar 
action among manufacturers who have 
also experimented with “short cuts.” 
They, tod, are returning to a whole- 
saler policy because their own ex- 
periences tell them it is the more 
economical way to distribute most 
of our hardware lines. 


— HA— 


And while we are thinking about 
the Winchester experiment under a 
previous management and- owner- 
ship, let us not forget that the “Win- 
chester Plan” was a great factor in 
improving a great many retail hard- 
ware stores. Stores were remodeled 
and painted. Merchandise was put 
on open display tables with visible 
price tickets. A real effort was made 
to help dealers merchandise instead 
of merely keep a store. Dealers who 
participated in the Winchester ex- 
periment were better merchants for 
that experience. 


HARDWARE AGE 














lal 


Vin- 
ious 

the 
this 
nent 
ion. 
rare 
eri- 
ter- 
ncy 


the 
ons 
ur- 
10., 


tri- 


ive 
ler 


th- 














Executive News of 
Changes, Meet- EWS 4 | Retailers 
ings, Current Jobbers and 
Events in the Manufacturers 
Hardware Trade and Salesmen 



































HARDWARE AGE FOR JANUARY 19, 1933 








CHICAGO ASSN. PAST OFFICERS ARE DINED 


J. C. Amis, secretary, Chicago? — 


Retail Hardware Association en- | 
tertained all of the present of. | 
ficers and directors as well as 
all past officers and directors | 
since the group’s reorganization, 
in 1928, at a venison dinner, 
Jan. 4 at the Medinah Athletic 
Club, Chicago, Ill. Twenty- 
three attended the dinner, each 
present and past officer and di- | 
rector being called upon to say | 
a few words. Mr. Amis well | 
comed the guests and told how 
he appreciated the cooperation 
received from all members serv- 
ing on the board during his term | 
of office. 

Past presidents attending were: 


William Triesselmann, 1927; 
E. G. Lindquist, 1928; Oscar 
Fisher, 1929; Charles Dressel, 


1930; W. H. Hishon, 1931, and 
L. W. Fischer, 1932. Frank Ko- 
zelka, present president of the 
asssociation was also present. 
Mr. Lindquist acted as_toast- 
master. Chase Smith, vice-pres- 
ident, Lumbermen’s Mutual In- 
surance Companies was _intro- 
duced as a guest. . 
Following the dinner the guests 
were taken on a tour of the Me- 


dinah Athletic Club. 





PHILLIPS IS BIRMINGHAM 
PAINT CLUB PRESIDENT 


At the Jan. 3 meeting of the 
Birmingham Paint & Varnish 
Club, Birmingham, Ala., officers 
were elected with Julian M. 








Phillips, Pittsburgh Plate Glass | 


Co., succeeding W. A. Currie, 
manager, paint department, 
Moore-Handley Hardware Co., 
who retired after several years as 
president of the club. Other 
officers elected were: vice-pres- 
ident, John Cleage, Jr., general 
manager, Benson Paint & Varn- 
ish Co.; secretary, Robert G. 
Britton, manager, Sherwin-Wil- 
liams Co. and treasurer, John E. 
Montgomery, Jr., Young & Vann 
Supply Co. 


BUYS ELECTRIC STORE 


The Kane Hardware Co., Wes- 
ton, W. Va., recently purchased 
the electrical stock, tools and fix- 
tures formerly owned by C. R. 
Connor in Clarksburg, W. Va. 
The Connor stock was moved to 


the quarters of the Kane com.- | 


pany. 
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F. N. DEPUY IS NOW 
MANUFACTURERS’ AGENT 


Fred N. Depuy, who has trav- | 


eled among wholesalers and de- 
partment stores in the New Eng- 
land States for a number of years 
in the interests of several well- 
known manufacturers, is now a 
manufacturers’ agent. 


and department stores and is in 


a position to add one more line | 
for representing in New England. | 
His present address is 239 War- | 


ren Street, Needham, Mass. 





POMMERENING HEADS 
ROCHESTER DEALEPS 


Frank H. Pommerening, H. C. 
Pommerening & Son Hardware 
Co., Rochester, N. Y., was recent- 
ly elected as president of the 
Rochester Hardware Association. 
Other officers elected were: Vice- 
president, Ray Walter; financial 
secretary, William Lauterbach; 
treasurer, Otto Preiss, and secre- 
tary, G. A. Hammond. 

F. J. Dubelbeiss discussed 
“Conditions in the Hardware 
Market.” John B. Foley, secre- 
tary, New York State Retail 
Hardware Association, was a 
guest of the club. 

BURHANS & BLACK ISSUE 

SECTION OF CATALOG 


Burhans & Black, Inc., Syra- 
cuse, N. Y., wholesale hardware 
distributors, have issued a sheet 
metal catalog containing more 
than 100 pages of illustrations, 
descriptive matter and tables. The 


| sheet metal catalog is one of sev- 


| eral sections being issued to the | AGAIN ASSUME CONTROL 


various classes of trade. At a 
later date a general catalog will 


| be issued to dealers requiring 


He will | 
handle lines sold by hardware | 


| 


such a book. 


DEMAREST IS PRESIDENT 
OF GREENE, TWEED CO 
Henry S. Demarest is now 

president and _ treasurer of 

Greene, Tweed & Co., New York 

City, while James A. 


SLOSS & BRITTAIN 


Sloss & Brittain have again as- 
sumed control of the wholesale 


| hardware organization which 


| 


McKeon | 


was elected vice president. Herb- | 


ert A. Erwood was named secre- | 


tary of the company. Willard R. 
Platt resigned as president and 
secretary and as a director of the 
corporation on December 31, 
1932. Harold B. Platt resigned 
as vice president and treasurer 
and as director. 

Mr. Demarest has acquired a 
controlling stock interest in the 
| corporation. 


BUYS PARTNER OUT 
W. R. Carroll has repurchased 


| the interest of Senator H. B. | 
Carroll in the hardware firm of | 
Bloomfield, | 





Carroll & Carroll, 
owa. He is again sole owner 
of the business which he has 
| actively conducted for the past 
| twenty years. 


IN NEW QUARTERS 

Carroll, Albritton & Queen, 
| Kerens, Tex., hardware dealers 
are now in a new location which 
has been remodeled. . 





SELLS STORE INTEREST 
Merritt B. Tolliver has sold his 


interest in the Smith Hardware 
Co., Terre Haute, Ind., to Wil- 


He had been affiliated with the 
| Baugh brothers since their pur- 
chase of the Smith Hardware Co. 
14 years ago. 
Mr. Tolliver had been with the 
company for 18 years. 


QUITTING BUSINESS 
The Shubert Hardware 


Co., 


business. 


OCCUPY NEW QUARTERS 
Feltus Bros. Hardware, Natchez, 

Miss., is now occupying its new 

quarters at 509 Franklin St. 





| ped, 


liam H. and Richard B. Baugh. | 


Prior to that time | 


Shubert, Neb., will discontinue 


The new store is modernly equip- | 


they operated at San Francisco, 
Calif., for a number of years, but 
which was sold a year ago to the 
Pacific Hardware Co. It has been 
reacquired by purchase and will 
be conducted under the policies 
and management of Sloss & Brit- 
tain. 

Joseph Sloss, for many years 
president of the company, and 
for the past year vice-president of 
the Pacific Hardware Co. returns 
as president of Sloss & Brittain. 
Associated with Mr. Sloss in the 
active management of Sloss & 
Brittain will be L. B. Dunn, vice- 
president and general manager. 
Executives include: H. S. 
Zehner superintendent; George 
More, buyer household depart- 
ment; E. B. MceVicar, buyer 
| hardware department; J. C. Fol- 
liard, credit manager and Fred 
Engel, assistant sales manager. 

Headquarters will continue at 
1400 Howard St., and in general 
the business will be conducted 
as it was up until a year ago. 

The firm of Sloss & Brittain 
was formed in 1915, with Mr. 
Sloss as president, J. C. Brittain 
as vice-president and F. M. But- 
ler as secretary. J. C. Brittain 
| died ten years ago, and J. N. 
Brittain retired a year ago. 

For the first three years the 
firm occupied quarters on Main 
St. Then the business was moved 
to Mission and Beale Sts., where 
floor and warehouse space was 
| double that of the first location. 
In 1924 space was again doubled 
by moving to the present quar- 
| ters, 
| George More is well known 
| among housewares men on the 
| coast. He received his first train- 
ing in Glenny’s Store, Rochester, 
N. Y. He then went to the coast 
and joined Baker & Hamilton. 
For a number of years he was 
with Mangrum & Otter and the 
Mangrum-Hoolbrook Co. 





TO HOLD INDEPENDENT 
| TOY FAIR IN NEW YORK 


A Toy Fair will be held at the 
Hotel McAlpin, 34th St., New 
York City, from Feb. 6 to 25. It 

will be independently sponsored 
| by a group of toy manufacturers. 
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PERRY IS AMERICAN 
STEEL & WIRE V. PRES. 

J. Lester Perry, manager, 
Worcester, Mass., district, Ameri- 
can Steel & Wire Co., Chicago, 
Ill., has been elected vice-presi- 








J. L. PERRY 


dent to succeed Charles F. Black- 
mer, who on Jan. 1 became presi- | 
dent as successor to John S. | 
Keefe. 

Mr. Perry has been with the 
American Steel & Wire Co. in 
Worcester since 1899, when he 
was clerk in the cost department. 
Successively he held positions in- 
cluding foreman of the cold roll- 
ing department, superintendent 
and assistant district manager. 
He had been district manager 
since 1928. His headquarters are 
in Cleveland. C. F. Hood, as 
sistant district manager at Wor- 
cester, succeeded Mr. Perry as 
manager. 


| 
| 


FIRE DAMAGES STORE 

The hardware store of Edward 
Cooper, 1502 14th St., N. W., 
Washington, D. C., was recently 
damaged by fire. 








BUYS HARDWARE STORE 

Robert R. Shepler, who for the 
past twelve years has been asso- 
ciated with James W. Adams and | 
Aaron S. Bomberger in the busi- 
ness of Uhler & Kline Hardware 
Co., 602 Cumberland St., Le- | 
banon, Pa., has purchased the | 
stock and fixtures of the Web. | 
bert Hardware store in Jones- 
town, Pa. Adam Webbert, pro- 
prietor of the Webbert business 
for the past ten years, will de- 
vote his entire time to collect- | 
ing, refinishing and selling of | 
antiques. | 








| 


R. H. WESTBROOK HEADS 
BUSINESS ASSOCIATION | 
R. H. Westbrook, associated | 

with his father in the manage- 

ment of the Franzen Hardware 

Co., Riverside, Cal., was re- 

cently elected as president of the 

Riverside Business Men’s Asso- | 
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| cialty appliance sales department. 


| trade name “Hotpoint.” 


ciation and as chairman of the 
trade development committee of 
the Chamber of Commerce. 





G. E. FORMS SPECIALTY 
SALES DEPARTMET 


A specialty appliance sales de- 
partment has been established by 
General Electric Company under 
the general direction of P. B. 
Zimmerman, Cleveland, Ohio, 
who will also continue as man- 
ager of the company’s electric 
refrigeration department. The 
Specialty Appliance Sales Depart- 
ment will assume responsibility 





P. B. ZIMMERMAN 


for the distribution and sale of 
General Electric Ranges, G-E 
Dishwashers and G-E Kitchens. 

In assuming complete direction 
of the distribution and sale of 
the G-E Range, the G-E Dish- 
washer and the G-E Kitchen, the 
department will have charge of 
all advertising, sales promotion 
and merchandising of this major 
home equipment. Hereafter, the 
range, dishwasher and G-E Kit- 
chen will play important parts in 
sales campaigns which heretofore 
have been confined strictly to re- 
frigerators. The General Elec- 
tric Kitchen Institute for the time 
being will continue at its present 
location in Chicago, but it be- 
comes an activity of the spe- 


At the same time it was an- 
nounced that the Edison General 
Electric Appliance Company, 
Inc., Chicago, Ill., which has 
made and merchandised the G-E 
Hotpoint Range, would concen- 
trate its sales efforts on a new 
line of electric ranges to be 
marketed nationally under the 
Factory 
sales representatives will contact 
directly the public utilities and 
important range dealers, while 
the General Electric range will 
be sold exclusively through Gen- | 
eral Electric refrigerator dis- 
tributors and dealers. 

All of the products of the 
Edison General Electric Appli- 
ance Company, Inc., hereafter 
will carry the trade name of 
“Hotpoint,” dropping “General 
Electric” from the Hotpoint 
name. Heavy-duty cooking equip- 
ment, however, will continue 





under the name “Edison.” 





94.4% OF TOTAL DOLLAR SALES IN SPORTING 
GOODS FIELD IN 1930 WERE ON CREDIT BASIS 


“A number of illuminating 


facts as to credit conditions and 
costs in the athletic and sporting 
goods trade are brought to light 
in the Commerce Department’s 
newest study in the national 
credit field ‘Mercantile Credit 
Survey, Part I’,” Eric T. King, 
chief of the Specialties Division 
of the Bureau of Foreign and 
Domestic Commerce stated 1n dis- 
cussing the report. 

“This pioneering study of the 
basic credit relations of whole- 
saler, manufacturer and retailer 
covering the period 1928-1930 was 
made by the Department at the 
request of the National Associa- 
tion of Credit Men and affiliated 
organizations. It was carried out 
with the cooperation of more 
than 6,000 wholesalers and man- 
ufacturers selling direct to re- 
tailers, in 25 principal lines of 
trade. 

“Athletic and sporting goods 
form one of the nine major trade 
groups selected for study in this 
first report. Thirty-three estab- 
lishments in all parts of the coun- 
try with more than $40,000,000 
sales direct to retailers con- 
tributed the data. 

“Credit as extended by man- 
ufacturers and wholesalers to re- 
tailers was in general on a sound 
basis, the report finds. Profits of 
many individual firms failing to 
observe sound credit principles, 
however, were seen as literally 
eaten up by bad-debt losses sev- 
eral times above the average, low 
collection percentages, large re- 
turns and other evils of unwise 
credit extension. 

“The report shows that 94.4 
per cent of the total dollar sales 
in the latest year studied was on 
a,credit basis. A number of firms 
reported 100 per cent credit busi- 
ness. Manufacturers selling di- 
rect to retailers did a somewhat 
larger proportion of credit trade 
than did the strictly wholesalers, 
it is shown, 96.0 per cent of the 
manufacturers’ volume sold direct 
being on time, as compared with 
92.3 per cent for the wholesalers. 
Firms classing themselves as 
‘wholesale and manufacturing’ 
did 85.3 per cent credit business. 

“Bad debt losses on sporting 
good sales averaged 0.7 per cent, 
the lowest of all but two of the 
9 industries studied in the report. 

“Numerous other points of in- 
terest to the sporting goods man- 
ufacturer and dealer, such as 
credit terms .allowed, unearned 
discount taken, and bad-debt and 
collection data by size of firm 
and years, as well as material 
for comparing sporting goods 
credit with that in other leading 








industries will be found in ‘Mer- 
cantile Credit Survey Part I’.” 

Copies of the report may be 
obtained from the Superintendent 
of Documents, Government Print- 
ing Office, Washington, D. C., or 
from District Offices of the Bu- 
reau of Foreign and Domestic 
Commerce in principal cities. 
The price is 5 cents. 





HONOR J. S. KEEFE AT 
INFORMAL DINNER 


John S. Keefe, who retired as 
president of the American Steel 
& Wire Co., Chicago, IIl., Jan. 1, 
after forty-four years of service 
in the iron and steel industry was 
honored with an informal dinner 
at the Union Club, Cleveland, 
Ohio, Dec. 29, by executives and 
department heads of the com- 
pany. 


STORE REMODELED 


Brutus Hardware Co., Weeds- 
port, N. Y., has remodeled its 
store. 


CHICAGO MACHINE TOOL 
APPRAISAL PLAN REVISED 

Chicago machine tool dealers 
have adopted a modified ap- 
praisal plan for the purchase of 
used machine tools to conform to 
the “cease and desist” order is- 
sued by the Federal Trade Com- 
mission on Sept. 29, 1932, 
against the plan that was for- 
merly in effect. The Trade Com- 
mission, it is stated, will permit 
the Chicago machine tool dealers 
to operate the revised plan with 
the understanding that at the end 
of a year a study will be made 
of the manner of operation. 

The modified plan retains the 
registration bids formerly em- 
ployed but distinguishes “firm 
offers” from “allowances.” The 
member making the bid has the 
option of choosing between these 
two forms. If he makes a firm 
offer, he becomes obligated to ac- 
cept the traded in machine 
whether he gets the new machine 
order or not. If he makes an 
allowance, he does not agree to 
take the old machine unless he 
receives an order for the new. 


TRAINER IS PRESIDENT 
OF SPECK-MARSHALL CO. 


William B. Trainer has been 
elected president of the Speck- 
Marshall Co., Pittsburgh, Pa., 
mill supplies dealer. Clifford C. 
Taylor has been made secretary 
and treasurer of the company. 
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DEALERS HEAR VAN 
‘AMBURGH ADDRESS 


More than eighty members and 
guests attended the January 10 
meeting of the North Jersey 
Hardware & Supply Association 
at the Down Town Club, New- 
ark, N. J. F. D. Van Amburgh, 
author, lecturer and publisher, 
spoke on the subject, “How to 
Fail.” Among the guests were: 
Thomas Grogan, president, 
Brooklyn Hardware Association, 
R. J. Atkinson, H. A. Cornell, 
W. Glenn Pearce, managing di- 
rector, Pasha, John H. Tracy, 
The Rawlplug Co., New York 
City, president, Hardware Boost- 
ers, Ernest Johannesen, president, 
Baltimore Retail Hardware Asso- 
ciation and members of whole- 
sale hardware houses. 

Retiring president, J. J. Leon- 
ard, South River, N. J., pre- 
sided over the meeting. New 
officers were elected, Demarest 
Romaine, Hackensack, N. J., 
being named as president. C. F. 
Werner, E. Orange, N. J., was 
named as first vice-president, 
while E. P. Nehms, Roselle Park, 
was elected second vice-president. 
H. W. Molyneux, Newark, N. J., 
was reelected as secretary. 


CIVIC GROUPS SPONSOR 

UNEMPOYMENT RELIEF 
Civic organizations in some 80 

citiés and towns have sponsored 

community -improvement cam- 


paigns to increase comfort and 


attractiveness in the home and at 
the same time aid employment 
of local building tradesmen, ac- 
cording to current reports re- 
ceived by the Department of 
Commerce. 

These local civic clubs include 
chambers of commerce, women’s 
clubs, veterans’ organizations, 
luncheon clubs, and various pro- 
fessional and fraternal societies. 
They report that the stimulation 
of employment, particularly in 
the building field, through a col- 
lection of small home repair and 
improvement jobs is substantial 
since on the average it is gen- 
erally assumed that at least 50 
per cent of expenditures for this 
work is paid directly in wages. 

In general the campaigns spon- 
sored by the local civic clubs in 
cooperation with interested busi- 
ness organizations used a system- 
atic plan for conducting home 
surveys as the most effective 
method for securing the interest 
of home owners to make needed 
repairs or alterations. 

Detailed information concern- 
ing methods used in various cities 
conducting these campaigns, as 
well as information particularly 
for home owners, may be ob- 
tained from the Home Modern- 
izing Committee of the Depart- 


JANUARY 19, 1933 





ment of Commerce. This com- 
mittee is composed of 17 volun- 
tary members who are recognized 
experts in the housing field and 
who act as an advisory group of 
the Division of Building and 
Housing in the Bureau of Stand- 
ards. 


RESIGNS FROM SUPERIOR 
SCREW & BOLT MFG. CO. 


Norton T. Jones has resigned 
as president and general man- 
ager of the Superior Screw & 
Bolt Mfg. Co., Cleveland, Ohio, 
of which he was the founder. 
Negotiations for the sale of the 
company’s plant are in progress. 


MORRISON RESIGNS FROM 
WM. ROGERS & SON DIV. 


George Morrison, sales and ad- 
vertising manager, Wm. Rogers 
& Son Division, International 
Silver Co., Meriden, Conn., re- 
signed his position January 1. He 
had been with the International 
Silver Co. for eight years and 
previously was advertising man- 
ager, Miller Lock Co., Philadel- 
phia, Pa. Mr. Morrison has had 
wide experience in advertising 
and sales management and at one 
time taught advertising classes 
at the Wharton School of the 
University of Pennsylvania. 


PARSONS BUYS ASSETS 
OF MAYHEW STEEL 


J. B. Parsons, vice-president, 
Mayhew Steel Products, Inc., 
Shelburne Falls, Mass., pur- 
chased the assets of that com- 
pany. The court confirmed the 
sale to Mr. Parsons on January 
10. Mr. Parsons announces that 
greater attention will be put to 
the sale of Mayhew tools through 
the jobbing trade exclusively and 
that new items will be intro- 
duced. 

The Mayhew line will be rep- 
resented to the wholesale distrib- 
uting field by the same organ- 
ization. H. W. Stonedale, Min- 
neapolis, Minn., who was a mem- 
ber of the company’s sales or- 
ganization some years ago, has 
rejoined the staff. Mr. Stone- 
dale is well known to the hard- 
ware trade in all sections of the 
country. Harrold P. Sammann, 
San Francisco, Calif., who was 
likewise with the organization 
upon a previous occasion, is now 
sales manager and direct assist- 
ant to Mr. Parsons. 

The company recently pub- 
lished a new catalog. 











E. M. HERR 


E. M. Herr, vice-chairman, 
Westinghouse Electric & Mfg. 
Co., East Pittsburgh, Pa., died at 
his home in New York City on 
Dec. 24, after a long illness. He 
had been president for 18 years, 
giving up active direction of the 





E. M. HERR 


company in June, 1929, because 
of failing health. After more than 
17 years in railroad work George 
Westinghouse appointed him as 
general manager of the Westing- 
house Air Brake Co., Wilmerding, 
Pa. Mr. Herr was elected first 
vice-president of Westinghouse 
Electric & Mfg. Co. in 1905 and 
became receiver and general man- 
ager in charge of reorganization 
in 1907. In 1911 he became 
president. 

Mr. Herr was the recipient of 
the Order of the Rising Sun, con- 
ferred by the Emperor of Japan 
in recognition of his training of 
Japanese students in the West- 
inghouse works. He was always 
actively interested in education. 





BRUNO SCHROETER 


Bruno O. Schroeter, 65, secre- 
tary-treasurer, Schroeter Bros. 
Hardware Co., 415 N. 8th St., St. 
Louis, Mo., died Dec. 31 at St. 
Anthony’s Hospital in that city 
following an illness caused by 
complications resulting from an 
operation. Mr. Schroeter and 
his brothers Oscar J. and Charles 
G. Schroeter formed the company 
forty-six years ago. The brothers 
operated the store until three 
years ago, when the business was 
discontinued. Later the present 
store was opened. 


JAMES C. KELLY 
James C. Kelly, who has repre- 


sented Hilo Varnish Corp., 


Brooklyn, N. Y., in the New York 


Metropolitan district as a mem- 


ber of its trade sales force since | 


1916 died Dec. 30. Mr. Kelly, 


who was fifty-eight years of age 


OBITUARY 








died while at a meeting of the 
company’s sales department in its 
offices in Brooklyn. 


J. L. MOORE 


John L. Moore, 54, Union City, 
Mich., owner of the Moore Hard- 
ware store, died recently, follow- 
ing a week’s illness. He was a 
former village president and was 
a member of the village board of 
education. 

A. B. AVIS 

A. B. Avis, 76, who established 
Avis Hardware, Pomona, Calif., 
twenty-nine years ago, died re- 
cently following a long period 
of failing health. He was a di- 
rector of the local chamber of 
commerce and was active in 
hardware association activities. 
His daughter Ethyle E. Avis and 
his son Paul R. Avis, both asso- 
ciated with the Avis Hardware 
company, survive. 





SOLOMON ROSENBAUM 


Solomon Rosenbaum, 68, foun- 
der and president, Reliance 
Varnish Co., Newark, N. J., died 
recently of a heart attack, suf- 
fered while he was at luncheon 
with a friend in Paris, France. 
His son, James H. Rosenbaum, 
vice president of the company, 
survives. 





GEORGE A. MILLER 


George A. Miller, Miller Light- 
ning Rod Co., St. Louis, Mo., died 
at his home in that city, on Dec. 
19, 1932, following an illness of 
two months. He was 69 years of 
age. 





FRED W. ROGERS 

Fred W. Rogers, 64, president, 
Malleable Iron Range Co., Beaver 
Dam, Wis., died recently after a 
long illness. He joined the com- 
pany in 1902 and had been its 
president since 1921. He assisted 
in the formation of the Wiscon- 
sin Manufacturers Association 
and was at one time its president. 


FRANK L, KOHLHASE 

Frank L. Kohlhase, president, 
National Stamping & Electrical 
Works, Chicago, Ill., died Dec. 
27 at his winter home in St. 
Petersburg, Fla. He was born in 





Stettin, Germany, 71 years ago 
and went to Chicago in 1876, 
establishing the present business 
in 1897. 
 cpamnns Cc. FRITtTs 
Charles C. Fritts, 66, died re- 
cently in Titusville, Pa. For 
thirty-three years he was manager 
| of the S. S. Bryan Store, hard- 


| 
| ware dealers. 


| 
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This attractive ledge and wall display of curtain rods and fittings 
Atkinson, Brooklyn, turn the line four times in six 


helped R. J. 


weeks. 


ATKINSON HAS FOUR TURNOVERS ON 
CURTAIN RODS DURING SIX WEEKS SALE 


Twelve to fifteen hundred units 
of curtain and 
cranes as well as accessories such 
as pins, brackets and wooden 
poles were disposed by by the 
hardware store of R. J. Atkin- 
son, 403 Ralph Ave., Brooklyn, 
N. Y., during a six weeks sale, 
prior to the Christmas season. 
During that time the store had 
four turnovers, carrying a $400 
stock. 

With a view to attracting the 
professional man, as well as the 
home owner, the Atkinson store 
sent out attractive booklets to a 
selected list of fifty lawyers, phy- 
sicians and dentists. A complete 


rods curtain 


AINTS-ATKINS 


line was displayed in one of the 
ground floor windows for three 
weeks. Later the display was in- 


stalled in one of the upper floor | 


windows, for a period of several 
weeks. 

Considerable attention was at- 
tracted by the displays. And 
requests for information and a 
view of the samples and stock 
were received for many weeks 
after. The Atkinson store has 
featured curtain rods in its win- 
| dows for several years, during 
| the spring and late fall seasons, 
always with worth-while results. 
R. J. Atkinson, Jr., was re- 
sponsible for the attractive dis- 
plays illustrated. 


we 
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Attractive window displays of curtain rods and fittings played a 
useful part in moving this merchandise for Atkinson’s in Brooklyn, 
} ae 2 


Parker Innerseal Fittings 
Catalog No. 34 


Describes and illustrates the 
line, designed to meet practically 
every plumbing requirement. 
Tables are included on standard 
and over-size standard weight 
copper tube as well as standard 
and over-size XX weight copper 
tube. Parker “Innerseal” com- 
posite solder is described. Other 
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| tables and price lists are also in- 
cluded in the catalog. Various 
Parker tools are described and 
illustrated. Parker Appliance Co., 
Cleveland, Ohio. 





STORE DAMAGED 
The hardware store of Mrs. 
Sarah Blacker, 182 Broadway, 
Bayonne, N. J., was damaged 
by an explosion which caused a 
fire Dec. 31. 








|| Boy Scout Week To Be 
|| Celebrated Feb. 8-14 


Boy Scout Week, marking 
the 23rd anniversary of the 
movement in America, will be 
celebrated throughout the 
United States, by Scouts and 
Scout Leaders, Feb. 8 to 14, 
1933. 

Nearly a million boys each 
year are members of the Boy 
Scouts of America. It is a 
movement of utmost impor- 
tance to this country, present 
and future. Courage and in- 
dustry backed by honest in- 
struction, as received by mem- 
bers of this large arm of boys, 
will play a great part in the 
future of America. 

You can help by calling at- 
tention to their work through 
your window displays. See 
page 34. 














GOULARD & OLENA, INC. 
HOLD SALES SESSIONS 
Goulard & Olena, Inc., New 
| York City, 


| 


| chemical products including fer- 


manufacturers of 


| tilizer, deodorant, insecticide, dis- 
infectant and janitorial supplies, 
recently held a four-day sales 
meeting attended by their repre- 
sentatives from Cleveland, Ohio, 
Baltimore, Md., Norfolk, Va., and 
their salesmen in the Metropoli- 
tan New York area. 

The company has appointed 
Herman Kornahrens, Inc., 111 
Murray Street, as distributors of 
its line for the entire Metropoli- 
tan New York area. On Jan. 29 
the Goulard & Olena organization 
held a dinner and sales meeting 
for the sales staff of the Korn- 
ahrens company and its own 
sales force. 








| 


| 
| 
} 
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| The lavish display of electric 

Christmas lighting at Nela Park, 

East Cleveland, Ohio, this year, 
| does not reflect a reduced budget. 
|,The scene suggests a mammoth 
| greeting card in which rich 
| coloring is brought out effective- 
lly. <A five- plane multi-layer 
luminous scene is painted in 
colored light. 29 ft. long and 10 
| ft. high, it consists of camels sil- 
+ houetted in the first plane, the 
| wise men in the second, softly 
lighted and partially silhouetted 
| against the light background of 
| the third and fourth scenes. A 
star of the East is in the last 
| plane. 


| Approximately 4000-watts are 
used to light this five-plane por- 
trayal. Another 3000-watts are 
utilized by the 25 flood lights. 
Two of the candles are 20 ft. 
high, while the center one is 30 
ft. high and has a 7 ft. flame. 
The total wattage used in these 
candles is 9000, while the re- 
maining sign and stars use 18,- 


460 watts. 











The Christmas decorations at Nela Park, Cleveland, Ohio 


‘LAVISH DISPLAY OF CHRISTMAS LIGHTING 
DRAWS QUARTER MILLION VISITORS 


Between the “Merry Christ- 
mas” sign and the stars is a 
novel curtain made of narrow 
strips of crinkley tin, which 
.catches the reflection of colored 
lights when moved by the wind. 
Rays of light from six flood 
lights shooting upward behind 
the “Merry Christmas” sign pro- 
duce an aura effect. 

Other buildings, trees and 
shrubbery about the grounds, in 
Nela Park, are lighted, in various 
ways including applique designs, 
candles and wreaths. Pilasters 
in front of the Warehouse build- 
ing are flood lighted in color and 
in the center of the building 
stands a 15 ft. 2-ton Santa Claus 
in bright colors, lighted by 1825 
colored lights. 


More than a quarter million 
people from a radius of 50 miles 
passed through Nela Park ex- 
pressly to see the display during 
the 19 evenings it was lighted. 
Open house was kept in the 
Sales Promotion Building on four 
evenings during the Holiday Sea- 
son. 
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RAILROADS CUT MILEAGE 
FARES THROUGH WEST 
Effective February 1, 1933, 

Southern Pacific will inaugurate 
with other western lines a move- 
ment to further reduce fares by 
offering for sale scrip books rated 
at 2.7 cents per mile, accord- 
ing to O. P. Bartlett, passenger 
traffic manager, Chicago, II]. This 
is equivalent to a 25 per cent 
reduction from the regular mile- 
age rate now in force. 

Three forms of coupon books 
will be issued. 

Form WS containing coupons 
good for 2,000 miles of travel, 
valued at $72 to be placed on 
sale for $54, will be valid for 
transportation between western 
and southwestern territories and 
interterritorially between west- 
ern and southwestern territories. 

Form T offering the same sav- 
ings in travel costs as form WS, 
will be issued and honored for 
transportation in territory west 
of and including New Mexico, 
Colorado, Wyoming and Montana. 

Form TWS to contain $108 in 
coupons good for 3,000 miles will 
be issued and valid for transpor- 
tation in all territories west of 
Chicago, St. Louis and New Or- 
leans to the Pacific Coast, and 
will be sold for $81. 





FRANK H.CHURCHILL DIES 
Frank H. Churchill, 72, for 


more than forty years engaged 
in the hardware business in Rose- 
burg, Ore., died Jan. 1, following 
a long illness. From 1877 to 
1892 he was in business in Port- 
land, Ore. He went to Roseburg 
in 1892 at which time he started 
the Churchill Hardware Co. 


IGOE BROTHERS STAFF 
HAS ANNUAL MEETING 
The annual general meeting of 

the five branch warehouses of 
Igoe Brothers, Brooklyn, N. Y., 


manufacturers and distributors of 


hardware, roofing and _ building 
specialties, was held January 7 


at the Brooklyn office. It was 
attended by salesmen, department 
heads and executives from Asbury 
Park, N. J., Newark, N. J., 
Jamaica, N. Y., New York City 
and Brooklyn branches. 

R. E. Doti, general sales man- 
ager, opened the meeting with an 
address in which he urged every- 
one to forget the conditions of 
1932 and start the new year with 
a determined and united effort 
to press on to better conditions 
in 1933. Joseph Igoe, Newark 
branch, expressed his belief that 
the year 1933 will show a slow 





POUUDDANNUALAONNNANEUY ARAN ELS ESUA TAMA TDA AEGEAN 


TELEIVOUUALUOLAIEA DELETE 











but steady improvement. He held 
that buyers were growing tired 
of waiting and looking for lower 
prices with the result that there 
are orders to be gotten by those 
who work hard to find and secure 
them. 

Bill Sheehan promised that the 
Igoe Brothers catalog will be 
ready for the spring. 


Booklet Describes 
“Famous Ohio” Baling 
Press 

For baling all types of com- 
pressible material. 
various models and their uses. 
The Ohio Cultivator Co., Belle- 
vue, Ohio. 


Illustrates 


Nesco Catalog on 
Kerosene and Gasoline 
Stoves 


Shows in attractive colors 
various stoves and ranges offered. 
Data included contains specifica- 
tions, colors and finishes and il- 
lustrations of special features of 
the line and of various models. 
Kerosene stoves and ranges es- 
pecially adapted for use in trop- 
ical climates are described and 





illustrated in the catalog. Other 
pages include baking suggestions 
for Nesco ranges and ovens, and 
illustrations and descriptions of 


portable ovens, Nesco Perfect 
Heaters, circulating kerosene 
heaters, gasoline hot plates, 


stoves and ranges and Nesco gas- 
National En- 
270 N. 


oline appliances. 
ameling & Stamping Co., 
12 St., Milwaukee, Wis. 


Goulds Pumps, Inc., 
Issues 1933 Dealer 


Catalog 
Incorporating improvements 
over 1932 issue. Prices and 


specifications are tabulated to 
make the selection of a given 
pump easier for the dealer. New 
pumps are described and illus- 
trated. Given capacity and well 
depth, proper pumping unit, mo- 
tor horsepower, style and size of 
cylinder, type and size of well 
rod and price of complete system 
are figured out, ready for dealer 
use. Divided into four sections: 
shallow and deep well water sys- 
tems; hand pumps; accessories 
and industrial pumps. Contains 
128 pages and more than 200 il- 


lustrations. Goulds Pumps, Inc., 


| Seneca Falls, N. Y. 
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Victor 


W. W. BABCOCK CO. - - 








Men and Women Risk Their Lives on Ladders. 
This Safeness and Protection Is Worthy Your 
Consideration. 














Spread Bottom 
Fruit 


AIR DRIED FULL STRENGTH IN 


Write for our latest Booklet 


and Price List 
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BATH, N. 
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“How the 
WOOSTER SAMPLER 
brush seene SYSTEM 


Benefited Us" 
By Jim * 








HERES HOW IT ALL STARTED 








“Of course we carry a 
large assortment of 
WOOSTER BRUSHES and 
the stock control sheet 
did appeal t me sowe 
decided to dive the 
SAMPLER’ a. trial --- 


“When. the Wooster Sales 
man. approached us 
on the WOOSTER SAMPIER 
| was not sold on the 
IDEA because we 


have an open-top Feo ere +Ep- 
brush display case = COMPLETE? ene 
and were doing . “ee 
very well writh it--- : 








“| put the SAMPLER 
| DiSALAY'wellup toward 
“the front of the store 
where a person could, 
get to the SAMALER’ 
and | marked every brush 
at WMOOSTERS suggested selling price --- 


“We made !O brush 
sales from the 
SAMPLER and all we 
had to do was take cash 
from the customers. 


- -Now instead ofgoing tothe brush case 
and taking alot of ourtime.. . Acus- 
tomer will gotothe SAMPLER and 
pick out the brush HE wants. . ure dorit enter 
into the Sales except to take the money.. 
We are reducing our stock and number of 
brushes to conform to the SAMPLER 
STOCK CONTROL SHEET ‘and it's 
worked out very satisfactorily..ALL | CAN 
SAY is.. MORE POWER tothe SAMPLER 
SYSTEM. .ITS A SELLING 
success! 








WANT THE SAME RESULTS? 


Order the Special Sampler Deal at $12.50. 
It’s complete with 26 Wooster Brushes, 
swinging metal display panel, stock control 
system, etc. Ask your Jobber or write 


The Wooster Brush Co., Wooster, Ohio 
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“I Resent Competition” 


(Continued from page 38) 


gave them, and for which they have 
not been paid. 

I went over to the next town and 
talked with my banker friend in the 
town, and I find that he had similar 
circumstances to the one I relate. We 
both deplored the fact that because 
of this condition the banker is re- 
ceiving unfair criticism for his 
alleged hard-heartedness and non-co- 
operative attitude. In reality we are 
in the position of any credit grantor. 
We just haven’t any credit to give 
where it has been used up at other 
points on the business map. I don’t 
think the situation is fair. 

Now I want to help my friend, this 
good retail merchant I have been 
talking about, and I admit at the 
same time I want his profitable busi- 
ness. But we find that factors out- 
side of our control have curtailed or 
rather almost completely prevented 
our proper and profitable working 
together. And it is a small satisfac- 
tion for us to be able to say when one 
of these stores eventually fail, as they 


always do, that we had no money 
in it. 

For years that kind of a store has 
been a parasite on our good cus- 
tomers. It has hurt their business, 
and indirectly hurt our working to- 
gether, and on top of that when this 
extra and unneeded store fails, a cer- 
tain amount of distressed goods goes 


‘on the market and temporarily dis- 


organizes it. 

I have been wondering what is the 
answer to the problem. I have come 
to the conclusion that maybe the 
bankers have something to say about 
it, not I or my friend over at the 
little town nearby, but through us 
the bankers giving financial accom- 
modations to the people who supply 
my friend, the retail merchant. I 
wonder, if bank credit accommoda- 
tions were decided by the condition, 
age and nature of the firm’s accounts 
receivable, would we have an effec- 
tive implement to hew out the dead 
branches and insure healthy growth 
of the tree? I wonder! 





Percentage Leases 


(Continued from page 42) 


rent, should be located in a store 
which has a rental value of approxi- 
mately $75 per month. Also that 
this same type of store doing a vol- 
ume of $100,000 should be located 
in a store which has a rental value 
of $750 per month. 

“In other words, two businesses 
both selling at a fair profit—if one 
store has a small volume of annual 
sales, he should not be in a high- 
priced retail location. On the other 
hand, if the same type of business 
is doing a reasonably large volume 
at a fair profit, he should be located 
in a more desirable retail location. 
However, in view of the fact that 
the mark-up in these two businesses 
is approximately the same, there is 
no reason for one paying a higher 
or lower percentage than the other 
for rent, simply because the volume 
is less. 

“We are very pleased to know that 
you are apparently anxious to make 
a fair presentation of this percentage 
leasing subject. Unfortunately most 
trade publications only give the ten- 
ant’s view of the story, which always 


results in presenting an untrue pic- 
ture, and this is not fair to either 
the landlord or the tenant.” 

Under one system of percentage 
leasing being widely used in Chi- 
cago the possibility of fraud on the 
part of the tenant has been almost 
entirely avoided. Tenants are re- 
quired to use cash registers that de- 
liver duplicate sales slips into a 
locked compartment for which the 
landlord has the only key. These 
slips are collected weekly. In addi- 
tion the tenant supplies the landlord 
with a sworn statement on each 
month’s business. These are so 
worded as to make him criminally 
liable for fraud if he misrepresents. 
At the end of the year the tenant also 
supplies an audit. If this meets with 
approval a settlement is then made. 
Percentage leases are almost always 
figured on net business transacted. 
This means gross sales minus re- 
turned goods. Credit and cash sales 
look alike to the landlord, so that 
the tenant alone is responsible if 
credit is extended without due dis- 
crimination. 
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The Future Holds Much for Industry 


(Continued on page 45) 


the early introduction of television and 
of certain revolutionary theories of 
home construction. In the latter field 
the possibilities are tremendous. Tele- 
vision, perhaps, is not quite ready tech- 
nically for wide commercial exploita- 
tion. But here’s the idea: That the fu- 
ture holds as much promise for indus- 
try as did any period in the past; indeed 
much more. We are nowhere near 


reaching the limits of development and 
invention. Even if we were we are faced 
by the enormous and inspiring task of 
solving the problem of distribution— 
seeing to it that everybody is afforded 
the means of acquiring the good things 
of life. 

It will bear repeating: We have an 
abundance of everything—we must see 
that it reaches everybody. 
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Chart of °32 Shows No 
Violent Change of Trend 


The accompanying chart shows 
clearly the trail left by business in 
the United States during the year 
1932 as compared with that of 1931. 
While it shows lower records in all 
departments, the peaks and valleys 
follow rather consistently those of 
the preceding year. In the case of 
freight car loadings, for instance, the 
performance was almost identical, 
though on a lower index, until De- 
cember, when this year’s loadings 
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held up better than those of 1931. 
Also note petroleum production did 
not take the sharp dip last August 
and September that it did in the 
previous year. In July, Detroit fac- 
tory employment reached the previ- 
ous year’s level. Fisher’s wholesale 
index shows no violent changes, nor 
does the iron and steel composite 
price. Compared to the weekly aver- 
ages for the 1923-1925 inclusive (as 
shown in each case as 100) circula- 
tion of money in 1932 averaged ap- 
proximately 17 per cent better than 
1931. 
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Original 
U. 8. Poultry Fenee! 


Deaters everywhere, who watch the 
profit-line closely, stock and sell U.S. Poul- 
try Fence exclusively. They know— 


That it alone satisfies, as no other net- 
ting can, every demand of their trade; 


That it consistently outsells all other 
nettings for ever purpose; 

That it attracts new customers; 

That it builds permanent repeat business; 

That it discourages price competition; 


That it keeps down inventory, boosts 
sales, affords a reasonable profit. 


Made in America 
U. S. Poultry Fence is made in America 
by American workmen and distributed 
only through the regular wholesale and 
retail trade. 


It is woven like farm fence, stretches 
without bagging, requires no top-rail, no 
baseboard. 


Now is the time to place your orders 
for spring delivery. Be sure to specify 
genuine U. S. Poultry Fence! It costs 
no more. 


Ask your jobber or write direct to us! 


Indiana Steel & Wire Co. 
Muneie, Indiana 


Makers also of IMPERIAL Farm, Poultry and 
Lawn Fence, Trellis, Flower Border 
Steel Posts, Gates 

















The 
complete 
story of every 
padlock—at 
your finger 


Use This 
Handy Guide 


“fTHE handiest, most valuable counter- 
guide on padlocks ever published”. 
That’s what thousands of padlock 
dealers are saying about Master’s new 
32-page illustrated “Price List”, issued 
just recently. Check now to be sure 
you received your free copy. See that 
it was saved. Write us for extra copies 
when you need them, 


Gets New Business 


The Master “Price List” is a veritable 
storehouse of quick-reference informa- 
tion that can be turned into new busi- 
ness for you. Every padlock, bicycle 
lock, hasp, hasplock and key blank is 
illustrated and described in detail. As 
shown by the typical page above, greatly 
reduced, each item and every obtainable 
variation are priced in plain type, both 
wholesale and retail—270 of these easy- 
to-find prices in all. You would never 
dream that any line of padlocks so 
thoroughly meets every ordinary and 
special requirement. 


MASTER LOCK CO. 


World’s Largest Exclusive Manufacturers 
of Padlocks 
Milwaukee, Wis., U. S. A. 


Master 
Padlocks 


~The only Genuine laminated case 
G—__—_——_—_— it’s Patented’: 




















Who 
Milakes 
it? 


BiueE Istanp, ILL.: Where can 
Night Watchman window locks be 
obtained ?—-B. F. Huebner. 

ANSWER: This item is manufac- 
tured by O. E. Clark & Co., 1410 Cal- 
vert Ave., Detroit, Mich., and is dis- 
tributed by the Subet Specialties, 601 
Fisher Bldg., Detroit, Mich. 

(See H. A., Sept. 29, 1932, Page 134) 


* * * 


MAMARONECK, N. Y.: Who makes 
Keystone grease?—Mamaroneck 
Hardware Corp. 

ANSWER: Keystone Lubricating 
Co., 21st & Clearfield, Philadelphia, 
Pa. 





* * * 


CANTON, Pa.: Provide names of 
several manufacturers of dog bis- 
cuits.—Wynne Bros. Hardware. 

ANSWER: California Animal 
Products Co., Inc., Oakland, Cal.; 
Kennel Food Supply Co., Fairfield, 
Conn.; Chappel Bros., Inc., Rock- 
ford, Ill.; Austin Dog Bread & Ani- 
mal Food Co., Chelsea, Mass.; Battle 
Creek Dog Food Co., Battle Creek, 
Mich.; Spratts Patent, Ltd., 18 Con- 
gress St., Newark, N. J., and Thoro 
Bread Co., 1125 W. 6th St., Cincin- 
nati, Ohio. 

(See H. A., Sept. 29, 1932, Page 24) 


* * * 


Duruam, N. C.: Who makes the 
Duplex flour sifter, which enables 
you to sift the flour by shaking it 
back and forth in the sifter?—-Um- 
stead Hardware Co. 

ANSWER: Uneek Utilities Corp., 
4518 Lexington St., Chicago, III. 

(See H. A., Sept. 29, 1932, Page 203) 


CLayTon, Mo.: Who makes canvas 
ice bags and wooden mallets for 
crushing ice?—J. G. Weber Hard- 
ware & Supply Co. 

ANSWER: Novelty Mfg. Co., Gas- 
tonia, N. C. 


* * * 


LAWRENCE, KAN.: Advise who man- 
ufactures a combination padlock 
which allows the owner to change the 
combination at will?—F. W. Jae- 
dicke Hardware Co. 

ANSWER: The Sesame padlock, 
manufactured by the Sesamee Co., 
Hartford, Conn. 


* * * 


NorFo.ik, VA.: BETHLEHEM, PA.: 
Furnish names and addresses of sev- 
eral manufacturers of pint and quart 
bottles of the types used by drug 
stores.—Krause Hardware. 

ANSWER: Capston Glass Co., 
Connellsville, Pa.; Whitall-Tatum 
Co., 410 Race St., Philadelphia, Pa.; 
Graham Glass Co., Evansville, Ind., 
and Ball Brothers Co., Muncie, Ind. 


* * * 


Towson, Mp.: Who makes a trou- 
ser hanger made of heavy steel wire 
formed into a series of return bends? 
—Stebbins-Anderson Coal & Lumber 
Co. 

ANSWER: Chas. Fisher Spring 
Co., 88 Walker St., Brooklyn, N. Y., 
and Belmar Mfg. Co., Canton, Ohio. 


* * * 


New York, N. Y.: Who makes the 
Star brand flag pole holder? — 
Gemsco. 

ANSWER: Enterprise Mfg. Co., 
Philadélphia, Pa. 


* * * 


LarEDO, TEXx.: Where can we pur- 
chase power or hand mining drills, 
either Howell’s or other patterns ?— 
Joseph Netzer Hardware Co. 

ANSWER: Howell’s Mining Drill 
Co., 16 Thomas St., Plymouth, Pa.; 
Jeffrey Mfg. Co., 956 N. 4th St., Cin- 
cinnati, Ohio, and Ingersoll-Rand 


Co., 11 Broadway, New York. N. Y. 





Information regarding sources of supply as provided readers of Harpware AGE 

by the Who Makes It Editor is here presented as an aid to others in the trade who 

may be seeking the same articles. The inquiries reproduced have been selected 

because of their general interest to hardware merchants and buyers. This 

editorial feature in each issue supplements the service rendered by the “Who 
Makes It?” issue published on Sept. 29, 1932. 
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HE American Screw Company makes 

all ofits screws by methods which ensure 
uniform quality in a product whose vol- 
ume runs into millions each year. 


The slots are all made to stand the twist 
of the screw driver; the threads hold; 
the gimlet points are sharp and strong. 


At your jobber’s ROLLS 


s Sf 


Werich 


You cannot sella betterscrew %@, 


AMERICAN SCREW CO 


PROVIDENCE,R.I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLDH ST.CHICAGO, IL. 


Put lt Together With Screws 


WOOD TIRE STOVE MACHINE 
SCREWS BOLTS BOLTS SCREWS 








JANUARY 19, 1933 

















—— in} 


No. 1706 Screen and Storm Window Sets 





Illustrations HALF SIZE 


One pair 2 x 2 No. 706 Cadmium Plated Loose Joint Butts with 
Brass Pins, one 114 Hook and Eye. Complete with screws— 
each set packed in an envelope, one dozen sets in a box. Specify 
right or left hand. 


No. 706 Wrought Steel Loose Joint Butts 





2x2 L. H. Illustration HALF SIZE 
Furnished in 2 x 2 size only—not reversible. Specify right or 
left hand. Countersunk for 34x 7 screw. Bright Steel packed 
one dozen pair in a box. Other finishes one half dozen pair. 


No. 1124 Screen and Storm Window Sets 





f= —— 


Illustrations HALF SIZE 


One pair No. 724 Cadmium Plated Screen or Storm Window 
Hangers. One 114 Hook and Eye complete with screws. Each 
set packed in an envelope. One dozen sets in a box. 


(GRIFFIN 


nufacturing Company 


ERIE, PENNSYLVANIA 








Branch Offices:- 


NEW YORK: 45 Warren St. BOSTON: 113 PuRCHASE Sr, 
CHICAGO: 162 N. CLINTON Sr. SAN FRANCISCO: 703 Marker St, 
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LETTERS 


Ounce of Prevention 


Detroit, Micu.—If the United States 
Congress will pass a law giving the Presi- 
dent authority to issue a proclamation 
in times of apparent forthcoming de- 
pression prohibiting any manufacturer 
from doing any interstate selling of its 
production, unless they are producing by 
the following method :— 

Fifty cents an hour, and six hours per 
day, shall be the maximum hours and the 
minimum pay. 

Then there will never be another de- 
pression like this one, no more welfare 
departments, no enormous debts incurred, 
no more foreclosures; instead—enough to 
eat, enough to wear, and huge prosperity 
everywhere. 

Horatio S. Earte, 
North Wayne Tool Co. 
and Past National Presi- 
dent of the National Ex- 
change Club. 


Biggest Year in Their History 


Pirtspurc, Kansas — Every hardware 
dealer has heard the story of how the knife 
blade broke while whittling a soft pine 
stick, but the enclosed has it beaten. Oh, 
yes, he got the new knife pronto. 

While the details are not yet worked out, 
it looks as if last year was the biggest 
year in the history of our business, in vol- 
ume; but the earnings may not be so great. 

As the enclosed card indicates, this is 
our 20th year, and if one can increase busi- 
ness during a depression, 20 years of 
Smiling Service in a community must count 
for something. 

The enclosed card has something about 
it that is unusual. Since the first we have 
collected accounts two years past due. It 
seems we touched their pride when we 
told them that they had a part in our 
success. Anyway, collections are good. 

This is my New Years Greeting to you, 
and I hope I will continue to find time to 
read your worthy publication, which has 
been a great help to me during these 
troublesome times. 

Joun SELL, 
Sell & Sons. 


The letter and the card mentioned follow: 





ABILENE, KAnsAs—Now that Santa Claus 
has made his yearly visit, I presume it is 
the right and proper time for children to 
break up their gifts and then cry because 
of it. 
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That is exactly what I am doing, by 
writing this letter. 

I happen to be the holder of a gift that 
was purchased at your store and which I 
believe was an inferior article. (No criti- 
cism to your store, understand) but of the 
article and the makers of the article which 
I received. 

The article which I am returning is a 
pocket knife, which, it looks to me, has all 
the earmarks of a good knife. Yet, I 
broke the blade in this knife peeling an 
orange. And I might add that the orange 
wasn’t so tough either. 

I am not making this “howl,” with the 
expectation that you should send me a new 
knife and stand the deficit yourself, but if 
the company stands back of their products 
and you can make an adjustment of any 
kind I should appreciate hearing from you. 
If not you need not even bother to return 
the knife I am sending. 

The knife was purchased by Mrs. L. W. 
Watson of Pittsburg, Kansas. 

If you care to put this knife to any test 
in regard to determining the brittleness of 
these blades, you have my permission. 

Thanking you in advance for any trouble 
this may cause you. 

I. I. HatHaway. 





1913 1933 


HAPPY 'NEW YEAR 


Your patronage has helped to make 
the year just past the largest business in 
the 20 years we have been here, and 
thank you. The enclosed statement is a 
copy of your account as it appears on 
our books, and if for any reason it does 
not seem correct, please advise us, so we 
can start the New Year out right and 
retain Your good wishes. 





SELLS & SONS 











Here’s a Collection Plan 


Hammonp, La.—We are starting some- 
thing that may help some of our brother 
hardware men. Therefore we would like 
to pass it along through your good paper. 

We are taking, from our ledger, accounts 
that are 90 days to six months and offering 
10 per cent applied on the account for 
every dollar that they spend cash with us 
on accounts that are over six months to 
one year we are offering 25 per cent on 
every dollar that they trade cash with us. 
On accounts that are counted as dead we 
are offering them 50 per cent for every 


to the Editor 


dollar they spend cash with us, some we 
offer even dollar for dollar. 

If a customer has drifted away from us 
on account of an old bill and we are not 
sure that we will get any of it, we offer $5 
off his old account for each $10 cash trade 
with us, etc. In this way we bring back 
old customers. 

If you think it worth while to print this 
I will appreciate it. 

F, J. Lewis, 
Lewis Hardware Co. 


Technocracy 


New York, N. Y.—Certainly the “Tech- 
nocracy” article in the New Outlook has 
created a lot of comment. I was glad to 
see the article by my friend, Van Deventer. 
(See H. A. Dec. 22, 1932, page 16.) I 
have both to read, analyze, etc. It is a 
big subject, and both sides have the great- 
est brains in the world in their favor. I 
believe Mussolini is one who believes 
machinery has been doing a lot of harm. 

My own idea is that both machinery 
and man are here to stay for the benefit 
of the entire human race. They must 
keep in step with each other, and machin- 
ery must not run a thousand miles ahead 
of labor. I mean by this that production 
was speeded up to such an extent during 
the war that something must be done to 
regulate the situation. 

No brain in the world seems to be able 
to correct the terrible calamity we are 
going through now when we have too 
much of everything and not enough for all. 

We can only call on the same old Doctor 
who corrects everything and that is 
“FATHER TIME.” 

James H. Otiver, President, 


Oliver Brothers, Inc. 

P.S.—Further to my letter of today, I 
notice in the article on “Technocracy” you 
refer to “Socialistic Beliefs.” I really 
think that the word “socialism” and the 
word “radicalism” are sometimes misused. 
There is no doubt in my mind that if both 
the Democratic and Republican party did 
not commence 25 or 30 years ago, if not 
longer, to adopt some of the socialistic 
ideas, they would have gone off the map. 
That is, while we would no doubt burn 
up with too much socialism of the extreme 
radical kind, we would certainly dry up 
with too much conservatism. One is as 
important as the other. A stimulant of 
some kind seems necessary for most things 


in life. J. H. O. 
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There’s a 
reason why 
ALLITH 
“40-90” is 
becoming more and more popular. 
Dealers like it because it suits every 
installation. Consequently, cuts 
down inventories. Consumers like 
it because it provides everything a 
garage door should have and the 
price is so attractive that they can’t 
say—“‘T’ll wait until some other 
time to buy.” 


ALLITH “40-90” is trouble-free, 
weather-proof. | or 2 car garage 
with or without center pier. 
Makes three part sliding-folding 
doors into one-piece unit. Just 7” 
head room required. No spe- 
cial frame for opening necessary. 
Opens or closes from inside or out- 
side. Standard door sections read- 
ily used. Everything except the 
doors is included, even cylinder 
lock and weather-strip. Easily and 
economically installed. 


ALLITH “40-90” opens up new 
ways to profits—we’ll send all facts 
upon request. 





ALLITH 
"40-90" 


ALLITH-PROUTY Company 


DANVILLE, ILLINOIS 
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There’s 


GOOD PROFIT 
ahead 


FOR DEALERS WHO HANDLE 


Ute 


"REG. U. S. PAT. OFF. 
THE NON-ARSENICAL INSECTICIDE 


















N good times or bad, the eternal struggle 
between man and the insect world goes 
vigorously on. This year is no exception— 
to obtain maximum 
crop yields, growers 
must use more and 
better insecticides 
than ever before. 





Dealers who handle 
DUTOX will enjoy 
increased profits 
through supplying the growing demand for DUTOX 


—the non-arsenical insecticide. 


NATIONALLY ADVERTISED 
TO OVER 3,200,000 GROWERS 


The manufacturers of DUTOX are doing all in their 
power to send customers into your store. Powerful, con- 
vincing advertisements in a long list of farm journals 
are spreading the DUTOX sales message . . . creating 





demand... building volume sales... then urging the 
| growers to buy from YOU. 


| DUTOX (dust or spray) a positive insect control 
| DUTOX effectively controls beetles, weevils and leaf-eating in- 
sects on vegetables, tobacco, fruit, etc. Among them are: 
| BEETLES — Asparagus Beetle, Aster Beetle, Blister Beetle, Colorado 
Potato Beetle, Diabrotica Beetle, Egg Plant Beetle, Horse- 
radish Beetle, Japanese Beetle, Mexican Bean Beetle, Pepper 
Beetle, Strawberry Beetle, Striped Cucumber Beetle, etc. 
FLEA BEETLES—Mint Flea Beetle, Potato Flea Beetle, 


Tobacco Flea Beetle, etc. “anaes 

| WORMS—Bean Leaf Roller, Bud Worm, Cabbage ase 

| Looper (on lettuce), Cabbage Worm, Corn Ear ay 
Worm (on lettuce), Cucumber Worm, Cut h| estes | 
Worm, Tomato Horn Worm, Tobacco Horn =|, =5 
Worm, etc. DUTON is sold 


| MISCELLANEOUS— Apple Flea Weevil, Celery Flea 1}, j7.. 740. 
| Hopper, Cherry Slug, Codling Moth, Peach pea in ouanes 
| Twig Borer, Pear Slug, Walnut Husk Fly, etc. six 6-/b. bags. 
| 


Order from your Jobber or write 


|THE GRASSELLI CHEMICAL COMPANY 


INCORPORATED 
| DEPT. X2 CLEVELAND, OHIO 


TESS, See eM 
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Whats New 


for Retail 


Hardware Stores 


“Airguide” Air 
Condition Indicator 


An instrument which indicates directly 
both temperature and relative humidity. 
Black bakelite case of modern design, chro- 
mium bezel, convex crystal, ornamental 
feet, easel mounting, 4% by 4% by 1% 
inches. Temperature range 30 degrees to 
110 degrees F. Relative humidity range 
zero to 100 per cent, marked Dry-Ideal- 
Moist. Accuracy guaranteed by the maker. 
Suggested retail selling price, $2.75. Fee 
& Stemwedel, Inc., 221 W. Chicago Ave., 
Chicago, IIl. 





Fretcher Wringer Rolls 
And Drain Hose 


Wringer rolls offered in three grades. 
“Superflex” the best grade is a more 
elastic, more resilient and longer lived roll 
than the other two grades. Available in 
four diameters, each in several lengths. 





Wrapped in cellophane in individual boxes. 
The “Domestic” wringer rolls are the mid- 


dle priced quality. Offered in six diam- 
eters, four of the diameters being offered 
in several lengths. When fitting rolls less 
than 12” long the maker suggests cutting 
the rubber to the desired length. The 5%” 
shaft makes it possible to fit these replace- 
ment rolls to nearly all washers in use. The 
“Crystal” or lower priced rolls are offered 
to meet competition. Hexagon end rolls 
available at extra cost. The maker offers 
the same suggestions as to stock on this 
line as on the “Domestic” lines. The same 
company also offers a four foot rubber hose 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 
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with one end curled so that it can be slipped 
over any faucet for the filling of washing 
machine tubs. Fretcher’s Inc., 211 Glas- 
gow Ave., Akron, Ohio. 


Servel “Crusader” Line of 
Electric Refrigerators 
Comprises five models. Model C.D. 46, 


illustrated, has a cubic foot capacity of 
4.6, measures 50% in. by 24% in. by 
24 5/16 in. and is equipped with two cube 
trays having a 42 cube capacity. Has two 
inch thick insulation and is equipped with 
two full shelves, one one-half shelf and one 
one-quarter shelf. List, installed, $112. 
Model C.D. 51 has a cubic foot capacity 
of 5.1, measures 52 7/16 in. by 24% in. 
by 24 5/16 in. and is equipped with two 
trays having a 42 cube capacity. Has 2% 





<eecess 
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inch thick insulation, three full shelves, 
one one-half shelf and one one-quarter 
shelf. List, installed, $137.50. Model C.D. 
61, cubic foot capacity 6.1, measures 54% 
in. by 25% in. by 25 3/16 in. and has 
three cube trays, with total capacity of 
63 cubes. Has 2% inch thick insulation, 
three full, one one-half and one one-quarter 
shelves. List, installed, $150.00. Models 
C.D. 71 and C.D. 86 have the same num- 
ber of shelves and three inch thick insu- 


lation. Model C.D. 71, list installed, 
$180.50, has 7.1 cubic foot capacity and 
measures 59 1/16 in. by 27% in. by 26 7/16 
in. Three cube trays, total capacity 63 
cubes. Model C.D. 86, cubic foot capacity, 
8.6, measures 62 13/16 in. by 33% in. by 
26 13/16 in. Tray equipment, 3 plus DD, 
sixty cube capacity. List installed, $235.00. 
Servel Sales, Inc., Evansville, Ind. 





Barton Washers With 
Compartment Agitator 


Model L.C. combines two washers in 
one as the new compartment agitator is a 
washer in itself. Small or lighter things 
can be washed in the agitator while the 
regular washer is being done in the large 
tub. Compartment agitator may also be 
operated separately, for washing small 
batches or mid-week wash, or as a dry 
cleaner. A powerful water surge and a 
squeezing action comprise the new wash- 
ing action. There is a squeeze, release. 
squeeze, release action between the agi- 
tator and the convoluted tub wall, 162 
times a minute. The maker states that 
the clothes do not roll or warp and that 
the squeezing action is gentle. Illustration 
shows compartment agitator. List price, 
$69.50; with pump, $79.50. Model MC 
also incorporates new compartment agi- 
tator. List, $59.50, with conventional 
smooth-walled tub. Model O, list $49.50, 
has been improved in action by new high 
blade submerged agitator. Full balloon 
rolls are used. Wringer equipped with 
hand rests. Uses %4 hp. motor. The Bar- 
ton Corp., West Bend, Wis. 
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DEALERS! 


Now You Can Sell a Real Power Mower 
Lowest Price Ever Offered! 


Never in history has such a good power 
mower been offered at such a drastically low 
price. Performance and materials absolutely 
guaranteed. You will tind dozens of prospects 
eager to buy a mower such as this one. Every 
sale bears a gratifying profit. 


19-INCH CUT 


And it operates easily—motor 
driven 5-blade 7-inch reel and 
traction wheels—automatic safety 
clutch — Chrom-Vanadium _ steel 
bed knife —one-cylinder, 4-cycle 
motor with ample power that 
RUNS! 

Send for special dealer’s offer 
and full details. Get your terri- 
tory now! 

MUNCIE GEAR CO. 
MUNCIE, IND. 























3,000,000 


men 


will read 3 magazines this month in which 
our advertisements tell them how impor- 
tant it is to put an extra-keen edge on their 
cutting tools by oil stoning them. 


We do this advertising to build trade for 
our retail friends. Capitalize on it now. 
Use your window now for a display of 
India and Arkansas benchstones, slips, 
etc. You will make more sales. 


Established 1823 


Ph IKE Products 


BEHR-MANNING CORP., TROY, NEW YORK 
(Quality Coated Abrasives ) 





Use 
what Experts 


use -- 


United States Sales Representatives 





















Bolt Actual 


Throw of i Illustration 
34 Inch Size 


Give your customers extra value in this 


new Eagle Cupboard Lock, No. 03130. 


It has an extra long bolt, with full 34 inch 
throw. 


No. 03130 is made of SOLID BRASS with 
genuine Pin Tumbler lock: work. Size, 
15%” x 144”. Furnished with suitable 
strike of brass and two milled German 
silver keys. Key changes practically un- 
limited. 


uate Fook ca 


26 wd 25 Street: New York 


Branch Offices: t 
521 Commerce St. - I77-I79N.FranklinSt 14 Bedford St 
Philadelphia, Pa.’ Chicago, Ill. Boston, Mass 
Works at Terryville, Conn, 
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Chamberlain’s New Books 
For Business Men 

Are titled “Public Speaking Simplified” 
and “Psychology Simplified.” Published 
by Schnepp & Barnes, Springfield, IIl. 
They are on sale at $1 each or sent direct 
from the publishers, prepaid, for $1.10 
each. C. W. Chamberlain, Ph.D., the au- 
thor, is a capable student and writer on 
both subjects. Says the publisher of the 
Psychology Book: “It shows you in prac- 
tical ways how to understand yourself and 
others, and how to make the most of your 
life as a result of this understanding.” The 
book on public speaking aims to simplify, 
as the title suggests, the learning of the 
art of public speaking. Both books are 
written in simple language, easy to read 
and understand. They are interesting and 
provide some stimulus to thinking about 
the subjects covered. 





Harco “Worm Turner” 
Bait Box 

Has mechanical fingers which bring fresh 
worms to the surface instantly by the slight 
turn of a knurled knob at either end of 
box. The box is attractively finished inside 
and out in green. Built of steel with sup- 
port to permit standing box on flat sur- 
face. Equipped with clip to enable fasten- 
ing box on angler’s belt. Rounded to fit 
contour of angler’s body. List price, $1.00. 
Dealer discount, 40 per cent. A. H. Thomas, 
factory representative, 353 Fifth Avenue, 
New York City. 


Patapar Cookery Parchment 
In Larger Package 

Containing 12 sheets, 24 by 24 in., in- 
stead of 10 sheets of the same size. Former 
suggested retail selling price was 35c, the 
new size has suggested retail selling price 
In three color carton. Paterson 
Parchment Paper Co., Paterson, N. J. 


of 25c. 





Tiltop Refrigerator 
Water Bottles 

Of quart size, in emerald green glass with 
black cap. Compact and attractive. Sug- 
gested retail selling price, 15c or two for 
25c. Owens-Illinois Glass Co., Toledo, 
Ohio. 
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Sandbrook Universal 
Screen Holder 


Unit for holding screens and other re- 
lated articles, while they are being painted 
or repaired. Adjustable to any screen 
from 10 by 10 in. to 36 by 40 in. Larger 
sizes made to order. Permits clear vision 
of screen at all times and frees use of both 
hands during entire painting or repairing 
of screens. Holder stands on two metal 
uprights about four feet above ground, en- 
abling work, while in upright position. 
Suggested retail selling price $10.00. Deal- 
er discount 25 per cent. A. Sandbrook, 170 
East Side Parkway, Newton, Mass. 





Westinghouse Mazda 
75 Watt Tubular Lamp 


Fills an important gap in the line of 
tubular light sources for case and counter 
lighting and for general illumination pur- 
poses. In T-10 clear bulb with medium 
screw base, overall length, 11% in. a 
C-8 filament construction. Designed for a 
life of 100 hours. May also be used for 





illuminating wall paintings, 
ency and etched signs, in luminous columns 
and pilasters, in ceiling boxes of modern 
built-in type, or in fixtures having re- 


in transpar- 


stricted space for light source. List, $1.50, 
10c extra for outside frosting. The West- 
inghouse Lamp Co., Bloomfield, N. J. 





Automatic Cordless 
Electric Iron 

Has Chromalox element in sole of iron 
and contacting device on stand. Sole plate 
is steel forging. Thermostatic control. 





Lege 


Triple chromium plated. Guaranteed for 
one year. In various models for different 
currents. Lifetime Electric Co., 1740 West 
Austin Avenue, Chicago, II]. 


Columbian Rope Co. 
Offers 1933 Calendar 


Showing two square riggers upon the high 
seas. [Illustration is in colors and is ac- 
companied by the story of the painting as 
told by the artist who painted it. An il- 
lustration of Columbian rope may be seen 
projecting from the top and from one side 
of the illustration. Calendar is part of 
the series of annual ship calendars issued 
by the company. Columbian Rope Co., 
Auburn, N. Y. 





Chicago Roller Skate 
Issues Illustrated Circular 


Showing features of “Chicago” roller 
skates and illustrating three models offered 
by the company, together with price in- 
formation. Includes facts on tests made 
on “Chicago” roller skates. Front page of 
circular shows members of “Our Gang” 
juvenile movie comedy troop roller skating. 
Supply of circulars available with dealer’s 
imprint space. Chicago Roller Skate Co., 
4406 W. Lake St., Chicago, II. 








“Handy Junior” Stretching 
Exerciser 


A single piece of rubber with new type 
handle at each end. Handle enables ad- 
justment of rubber, making it necessary 
to have but one piece of rubber. Chart 
furnished with each exerciser showing 
many exercisers from rowing to bag punch- 
ing. Dealer cost $10.00 per dozen. List 
price, $1.50 each. The Mac-Col Mfg. Co., 
4221 Olive St., St. Louis, Mo. 








Universal Electrovac 


Coffee Maker 


Chromium plated, tinned lined inside, 
ivory handles, knobs and feet, equipped 
with six-foot art silk cord, individually 
packed. Urn type, No. E7517, 7 cups, 
E75110, 10 cups and E75114, 14 cups. 
Parts include; glass bowl, metal container, 
strainer with wire spring, cover and filter 
cloth. Coffee served by opening vent and 
drawing from faucet. Landers, Frary & 
Clark, New Britain, Conn. 
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Oxford Tool Co. 
€atalog 

Illustrates, describes and gives 
price lists on automobile tools, 
plumber’s tools, chisels, crow 
bars, drills, punches, screw driv- 
ers, scrapers, wrecking bars, oys- 
ter knives, claw and punch bars, 
etc. Specifications are included. 
Has complete index. Oxford Tool 
Co., 180 W. Oxford St., Phila- 
delphia, Pa. 


Servmor Electric 


Waffle Iron No. 2120 


Copperized, nickel plated and 
polished. Height 4% in., width 
9 in., grids 6% in. Full length 
No. 18 heater cord, uniform heat 
top and bottom. Individually 
packed, 12 to shipping case. 
Heavy cast aluminum grid with 





Nichrome elements, having one 
year guarantee. Dealer cost, 
$1.75 suggested retail selling 
price, $2.50. General Mfg. Co., 
460 Bacon Street, Daytona, Ohio. 





Saddlers’ Self- 
Clearing Punches 

No. 110 S.C. will expel the 
blank from the punch in place 
of pushing or forcing it up 
through the cylinder of the 
punch. Used for cutting same 
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materials as the company’s regu- 
lar Arch and Saddler’s Punch, 
says the maker. Hole sizes and 
list prices per dozen: %4 in., 
$5.25; 9/32 in., $6.00; 5/16 in., 
$6.75; 11/32 in., $7.50; % in, 
$8.25, and 13/32 in., $9.00. Am- 
erican Swiss File & Tool Co., 
410 Trumbull  St., 
NJ 





“Buzz” Barton Daisy 
Air Rifle Poster 


Shows the “Buzz” Barton Spe- 
cial Daisy 1000 shot repeater air 
rifle and the juvenile motion pic- 
ture star for whom the gun was 
named. Poster in six colors. 
Daisy Mfg. Co., Plymouth, Mich. 


Ekla All-Rubber Lawn 
Hose Has Distinguishing 
Designs 

Each of the sizes having a dif- 
ferent design. Guaranteed for 
one season. Vulcanized into one 
complete unit, light weight. The 





maker states that it will not kink 
and that it resists action of sun- 
light and heat. Tensile strength 
of 2000 lb. per sq. in. says 
maker. Two sizes, Ekla full, % 
in. Ekla double rib, 9/16 in. 
Standard coupled lengths. The 
Eclat Rubber Co., Cuyahoga 
Falls, Ohio. 


Elizabeth, | 











~-(CHICAGO)-— 
SPRING HINGES 


Quality Plus 


In the “Relax’’ Spring 
Pivot Hinge users obtain 
a maximum in Quality 
plus the important spring 
action release feature. 


Dealers will find that it 
pays to sell the “‘Relax”’ 
because satisfied cus- 
tomers are a valuable as- 
set and better profits can be realized on 
this Quality Hinge than on a cheaper 
substitute. 
Send for New Catalogue H 47. 





Relax 
Type 6001 
Spring Pivot-Hinge 


Chicago Spring Hingy Company, 


CHICAGO NEW YORK 











——— Thousands of Washing 
——— Machines Require New 
Wringer Rolls . . . . 








After several years use most rolls on 
clothes wringers become worn and need 
replacement. Replacing these rolls brings 
steady profits. Housewives will appreciate 
the service you can render in quickly and 
inexpensively replacing worn rolls with 
the new, improved 


Fretcher Wringer Rolls 


which may be easily cut to desired 
lengths. A small inexpensive stock meets 
all requirements. These popular selling 
rolls are made of excellent quality rubber 
and guaranteed not to break loose from 
the shaft. While servicing wringers tell 
housewives how they can save time and 
labor filling their washers with 


Fretcher “Slip-On” Tub Hose 


which is made with an enlarged end 
which is easily slipped on to a hot or cold 
water faucet and “stays put.”? We have a 
money-making proposition for Jobbers 
and Dealers. Write for literature and 
full particulars. 














FRETCHER’S, INC. ———— 


211 Glasgow Ave. Akron, Ohio 











63 








Mayflower G-45 
Electric Refrigerator 

Is a 4%4-cu.-ft. model, having a suggested 
retail selling price of $112. It is of family 
size, designed in Colonial style, even to the 


attractive hardware used. Trupar Mfg. Co., 
Dayton, Ohio. 














Display For Hoppe’s 
Lubricating Oil Cans 

Contains one dozen of the small size oil 
cans. Display in black, white and tan. 
Attractive hanger accompanies display car- 
ton. Frank A. Hoppe, Inc., 2314 N. 8th 
Phila., Pa. 





“Famous Ohio” Reversible 
Adjustable Lawn Mower 


Is of forward cutting type with flexible 
ground bar and reel hung forward of cen- 
ter, making possible cutting right up to 
walls and edges. Adjustable for height of 
cutting by means of a ratchet lever on han- 
dle bar which raises and lowers cutting bar 
and ground roller from a height of % to 
3 in. For trimming underneath overhang- 
ing borders around the lawn mower is 
reversed and pushed under the overhanging 
shrubs with reel not revolving. Mower is 
then pulled toward the operator, cutting as 
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it comes out so that grass is trimmed with- 
out injury to shrubs and flowers. Espe- 
cially adapted for terrace work and cutting 
of bunkers on golf courses, in which work 
mower is reversed and pushed up terrace 
or bank without operating, then being 
pulled toward operator, cutting as it comes 
down. Power of operator is applied very 
low down on the frame. Ground roller 
sticks to ground under all conditions of 
roughness or when an obstruction is drawn 
into reels, says the maker. Semi-steel gears, 
enclosed in dirtproof housings. Reel cut- 
ting blades of high-carbon crucible steel. 
Knife is especially heat treated and ground 
to give long life and service. High-grade 
roller bearings with chrome alloy steel ball 
bearings in cutting reel. Spring covered 
oil cups protect bearings. Regularly made 


with 10-in. wheels in 16 and 18-in. sizes 
with either a four or a five-blade reel. The 
Ohio Cultivator Co., Bellevue, Ohio. 





Stanley No. 205 Sure-Grip 
Holder for Holding Hats 
Designed for holding hats in churches, 
schoolrooms, closets, automobiles, theaters, 
etc. Also adapted for holding papers, bills, 
etc., on wall, holding towels in pantry or 
bathroom, holding patients’ charts, news- 
papers and letters, holding films for drying 
in photographic establishments, etc. Screws 
located at side, providing ease in applica- 
tion. Opening is unusually large, allowing 
ample room for all kinds of hats. Opens 
easily. Projecting parts rounded, making 
it impossible for clothing to catch. Holder 
grips tightly and the maker states that it 
will not drop hats or papers. Rubber roller 
insures minimum of noise in operation. 
Several finishes. Packed in cases of twelve. 
The Stanley Works, New Britain, Conn. 








Robertshaw “AutomatiCook” 
Lithographed Display 

For use in window or with floor display 
offered to dealers handling gas ranges 
equipped with the Robertshaw “Automati- 
Cook” oven control. Useful to most gas 
range dealers, as the “Automaticook” oven 
control is standard equipment on more than 
100 makes of gas ranges, according to the 
maker. Robertshaw Thermostat Co., 
Youngwood, Pa. 


Health-O-Mist 


Humidifier 


For warm air, hot water and steam heat 
systems, burning coal, oil or gas. Installed 
as part of smoke stack between heating 
plant and chimney, operating by waste 
heat, evaporates water and washes air, 
which is automatically circulated through 








moisture chamber and returned to rooms, 
cleaned and humidified. Operates silently 
with only float valve moving. Needs no 
controls. Various sizes for large and small 
residences. Of copper. Integral smoke 
pipe section of copper, all joints welded. 
Uses regular water supply, amount used 
automatically controlled by demand for 
moisture, being admitted to moisture 
chamber as needed by means of float valve 
mechanism. Health-O-Mist Mfg. Co., Co- 
lumbus, Wis. 


Sealloped Edge Porcelain 
Enamel Shelf, Drawer 
Paper 


In rolls 14 in. wide for shelves, 75 ft. 
length. In white, green, ivory, orchid, 
blue, pink, peach and yellow. Also in 
same colors, with plain edge. Suggested 
retail selling price, 50c. Sample booklets 
available. Eastern distributors, L. Hyman 
& Sons, 102 Prince St., New York City. 





Greenfield Ratchet 
Burring Reamer No. 246-R 


For quick removal of burrs from the 
inside of pipe. Of simple design embody- 
ing several new features insuring easy cut- 
ting. Spiral flutes give a shearing action 
and feed it into the burrs, so that great 
pressure on the stock is unnecessary. 
Ratchet head completely enclosed, keeping 
moving parts free from dirt and burrs. Pol- 
ished tubular handle is light in weight and 
unbreakable. Although primarily designed 
for removing burrs from pipe % in. to 2 in., 
it can also be used effectively for enlarg- 
ing holes in sheet metal, for countersinking 
and various other purposes. Greenfield 
Tap & Die Corp., Greenfield, Mass. 
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HAND POWER ELEVATORS 


“Kimball 



















Fast and Safe 


A most inexpensive and 
simple elevator to install 
and operate where an elec- 
tric elevator is not feasible 
— comes sawed, drilled, ¢ = 
fitted ready for anyone 
handy with tools to as- 
semble and install. 


Builders of 


Hand Power 
Light Electrics 
Push Button 
and All Types of 
Electric 

Elevator 
Machines 














WRITE FOR DETAILED INFORMATION ON 


KIMBALL ELEVATORS 


KIMBALL BROS. CO. 
| 1205-19 Ninth St. 


Council Bluffs, Ia. 
aaa J 














Spring Hinges 
are by 
the best | . rigorous 

) , test 























Millions 
and Millions 


of People are Pushing 
whenever they open a door 
Follow the line of least resistance 


sen BOMIMEL aiways 


They are the best 
Bommer Spring Hinge Co., Brooklyn, N. Y. 








O. AMES 
The Shovel That Built America 


AMES-BALDWIN-WYOMING SHOVEL CO. 
Parkersburg, W. Va. 








Famous A-B-W Brands 














oO. AMES KNOXALL RED EDGE 
BRONCO MONONGAH PONY 
PACEMAKER HUSKY COAL BLUFF 
' 
Here's the Revolver ; 


Hundreds of shooters — 
some of them your cus- 
tomers — are buying the 


that IS Selling g 







new ‘ta 
H&R 22 SINGLE ACTION SPORTSMAN “rates “SS 
because of its extraordinary to 


accuracy, smooth, easy action, P 
hand fitting stock and remarkably PO 
low price. @. iin 
Show them this gun and they will 
buy from you. 


HARRINGTON & RICHARDSON ARMS CO. 
Worcester, Mass., U. S. A. 
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Copper- 
Bearing Steel 
at no 
Additional 
Cost 


All Wright prod- 
ucts are now 
made from Cop- 
per Bearing Steel 
Wire (.20% pure 
copper) which 
means longer life, 
better satisfied 
customers. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


POULTRY NETTING — 
WIRE CLOTH—CHAIN 
LINK FENCE AND 
GATES — WIRE 
CLOTHES LINES— 
WIRE LATH 
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Convention Calendar 


Week of Jan. 22, 1933 


Minnesota Retaw. HarpwareE CONVENTION AND ExuHIBI- 
TION, Municipal Auditorium, Minneapolis, Minn., Jan. 24, 
25, 26, 1933. C. J. Christopher, manager-treasurer, Nicollet 
at 24th St., Minneapolis, Minn. 


OKLAHOMA HarDWARE AND IMPLEMENT AsSOCIATION Con- 
VENTION AND EXHIBITION, Shrine Temple, Oklahoma City, 
Okla., Jan. 24, 25, 26, 1933. Chas. F. Nelson, secretary, 301 
Key Bldg., Oklahoma City, Okla. 


InDIANA RetaiL HARDWARE ASSOCIATION CONVENTION AND 
Exuusition, Claypool Hotel, Indianapolis, Ind., Jan. 24, 25, 
26, 27, 1933. G. F. Sheely, managing director, 911 Meyer- 
Kiser Bank Bldg., Indianapolis, Ind. 


IpaHo Retait HARDWARE AND IMPLEMENT DEALERS’ Asso- 
CIATION CONVENTION, Owyhee Hotel, Boise, Idaho, Jan. 25, 26, 
1933. E. E. Lucas, secretary-treasurer, Hutton Bldg., Spokane, 
Wash. 


Week of Jan. 29, 1933 


NepraSKA Retam. HarpwARE ASSOCIATION CONVENTION 
AND Exuusition, Lincoln, Jan. 31, Feb. 1, 2, 3, 1933. Sessions 
and Exhibition will be held in the Cornhusker Hotel. George 
H. Dietz, secretary, 414-419 Little Bldg., Lincoln, Neb. 


Ituinots Retam. Harpware ASSOCIATION 36TH CONVEN- 
TION AND Exuisit, the Arsenal, Springfield, Jan. 31, Feb. 1, 
2, 3, 1933. Paul M. Mulliken, managing director, 1141 Mer- 
chandise Mart, Chicago, IIl. 


Soutn Dakota Retart HarpwARE Assoc:ATION CONVEN- 
TION, Coliseum, Sioux Falls, S. D., Jan. 31, Feb. 1, 2, 1933. 
C. J. Christopher, manager-treasurer, Nicollet at 24th St., 
Minneapolis, Minn. 

Paciric NortHwest HARUWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Davenport Hotel, Spokane, Wash., Feb. 2, 
3, 1933. E. E. Lucas, secretary-treasurer, Hutton Bldg., 
Spokane, Wash. 


Week of Feb. 5, 1933 


New York State Retai. Harpware Association 31st 
ANNUAL CONVENTION AND EXHIBITION, Syracuse, Feb. 7, 8, 
9, 10, 1933. Sessions and Exhibition will be held in the 
Hotel Syracuse. John B. Foley, secretary-manager, 510 Hills 
Bldg., Syracuse, N. Y. 


Wisconsin Retatt HARDWARE ASSOCIATION CONVENTION 
AND Exuusit, Auditorium, Milwaukee, Wis., Feb. 7, 8, 9, 10, 
1933. George W. Kornely, exhibit manager 3374 Green Bay 
Ave. Milwaukee., Wis. J. E. Garaghan, secretary, Stevens 
Point, Wis. 

Orecon Rertart HARDWARE AND IMPLEMENT DEALERS’ Asso- 
CIATION CONVENTION, Multnomah Hotel, Portland, Oregon, 
Feb. 7, 8, 1933. E. E. Lucas, secretary-treasurer, Hutton Bldg., 
Spokane, Wash. 


Week of Feb. 12, 1933 


Iowa Retart Harpware AssociATION 35TH JuBILEE Con- 
VENTION AND HARDWARE SHow, Des Moines, Feb. 14, 15, 16, 
17, 1933. Merchandise exhibit will be held in the Coliseum 
and all sessions in the Venetian Ballroom of the Hotel 
Savery. Philip R. Jacobson, secretary, Mason City. 


Micuican Reta Harpware AssociaTION CONVENTION AND 
Suow, Civic Auditorium, Grand Rapids, Feb. 14, 15, 16, 17, 
1933. Harold W. Bervig, secretary and manager of Exhibits, 
1112 Capital Bank Tower, Lansing, Mich. 
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PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE Asso- 
cIATION, INc., 32ND CONVENTION AND EXHIBITION, Baltimore, 
Md., Feb. 13, 14, 15, 16, 17, 1933. Sessions: Lord Baltimore 
Hotel. Exhibit: Fifth Regiment Armory. W. Glenn Pearce, 
managing director, 610 Wesley Bldg., 17th and Arch Sts., 
Philadelphia, Pa. 


CauirorniA Retart Harpware & IMPLEMENT ASSOCIATION 
ConvENTION, Hotel Whitcomb, San Francisco, Feb. 14, 15, 
16, 1933. LeRoy Smith, manager-treasurer, 417 Market St., 
San Francisco, Cal. 


Week of Feb. 19, 1933 


ConneEcTICUT HARDWARE ASSOCIATION CONVENTION, STRAT- 
FIELD Hote, Bridgeport, Conn., Feb. 22 and 23. Chas. Free- 
man, Branford, Conn., secretary. Nutmeggers Annual Party 
Night of Feb. 22. 


Ou1o HarpwareE ASSOCIATION 39TH CONVENTION AND Ex- 
HIBIT, Toledo, Ohio, Feb. 21, 22, 23, 24, 1933. Sessions: Com- 
modore Perry Hotel. Exhibit: Exhibition Bldg. James B. 
Carson, secretary, 708 Winters Bank Bldg., Dayton, Ohio. 


Missourt Retau. HaRpwARE ASSOCIATION CONVENTION 
AND Exuisit, New Hotel Jefferson, St. Louis, Mo., Feb. 21, 
22, 23 1933. F. X. Becherer secretary, 5106 N. Broadway, 
St. Louis, Mo. 


Vircinia Reta, Harpware AsSociATION CONVENTION, Roa- 
noke, Va., Patrick Henry Hotel, Feb. 21, 22, 23, 1933. Thos. B. 
Howell, secretary, 602 E. Broad St., Richmond, Va. 


Week of Feb. 26, 1933 


New Encianp Harpware DeEAters ASSOCIATION 40TH Con- 
VENTION AND EXHIBITION, Mechanics Bldg., Boston, Mass., 
March 1, 2, 3, 1933. George A. Fiel, secretary, 140 Federal! 
St., Boston, Mass. 


Week of April 16, 1933 


PANHANDLE HARDWARE AND IMPLEMENT AssocIATION Con- 
VENTION, Hotel Amarillo, Amarillo, Texas, April 17, 18, 19, 
1933. C. L. Thompson, secretary-treasurer, Canyon, Texas. 


Weeks of May 1 and 8, 1933 


Toy MANUFACTURERS OF THE U. S. A., INc., Cuicaco Toy 
Fair, Stevens Hotel, May 1 to 13 inclusive. James L. Fri, 
managing director, 200 Fifth Ave., New York, N. Y. 


Week of June 4, 1933 


' SOUTHEASTERN Retatt HARDWARE AND IMPLEMENT ASSOCIA- 
TION, Convention and Exhibit, composed of Alabama, Florida, 
Georgia, and Tennessee. Atlanta, Ga. Ansley Hotel, June 
6, 7, and 8, 1933. Walter Harlan, secretary, 1450 Piedmont 
Ave., N.E., Atlanta, Ga. 


Tue Harpware ASSOCIATION OF THE CAROLINAS CONVEN- 
g10N, Hotel Goldsboro, Goldsboro, N. C. June 6, 7, and 8, 
1933. Arthur R. Craig, secretary-treasurer, 803-5 Commercial 
Bank Bldg., Charlotte, N. C. 


Week of June 11, 1933 


AMERICAN Ort Burner AssociATION 10TH ANNUAL SHOW 
AND CoNvENTION, Hotel Stevens, Chicago, Ill. June 12, 13, 
14, 15, 16, 1933. Secretary’s office, 342 Madison Ave., New 
York, N. Y. 


Louisiana Retam. HARDWARE AND IMPLEMENT ASSOCIATION 
ConvENTION, Francis Hotel, Monroe, La., June 12, 13 and 14, 
1933. J.C. Ritchie, secretary, Box 532, Ruston, La. 


MississipP1 Reta. HARDWARE AND IMPLEMENT ASSOCIA- 
TION, 27th Convention, Robert E. Lee Hotel, Jackson, Miss., 
June 12, 13 and 14, 1933. Guy Nason, secretary-treasurer, 
Starkville, Miss. 
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‘our profit opportunity 


AIRGUIDE 
AIR CONDITION INDICATOR 


Successor to the thermom- 
eter. Shows both tempera- 
ture and humidity. An essen- 
tial in every home. Simple, 
accurate, dependable. Pro- 
motes humidifier sales. 


Modernistic case of 7s ° : 
Stok walk sessile Write for information. 


4% by 4% by 14 inches Fee AND STEMWEDEL, INC. 


221 W. Chicago Ave. 
PRICE $9.75 CHICAGO ILLINOIS 








uf 


SAMSON TRADE MAR 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


NJate) © a OO) 00D 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, sample s and selling information 












Show Them—Sales Follow 


Hardware dealers everywhere like our new 
small Counter Displays of 


Moore Push-Pins 


and 


Moore Push-less Hangers 





To hang up pictures and wall decorations. 

One Dozen Packets to each Display. 

Your Jobber will supply you. 
Write us for a supply of our new folder, “Timely Tips”, 
or how to hang pictures, imprinted with your name, to 
give to your customers. 


MOORE PUSH-PIN COMPANY 
113-125 Berkley Street Philadelphia, Pa. 
















Never 
“Cornered” 





The B. & C. Adjustable “S” Wrench is just the tool for 
close work in corners and tight places. Never gets 
“cornered.” Grips without slipping. Sturdily constructed, 
quickly adjusted, built for service. Steady seller. Sizes: 
6, 8, 10, 12 and 14 in. 

Ask your Jobber 


TRADE 


Bemis & Call Co. Ba 


Springfield Mass. MARK 
































COLUMBIAN 


YOUR 


Service. 


Columbian Rope Company 





Boston, New Orleans 





is the ROPE that is 
flexible when wet... 

\ Sell your customers this 
JOBBER : Modern Rope. It rep- 


resents Value and Long 


Auburn, “The Cordage City”, N.Y. 
Branches: New York, Chicago, 














The BOSTON LINE of Garden Hose 





EETS every garden hose need. 7 stand- 

ard nationally known brands of oo 
and moulded hose. Each =~ 
brand a leader in its own 
price field. A complete 
line that gives you a hose 
for every purpose at a 
price for every purse. 











BOSTON WOVEN HOSE & RUBBER CO. 


Cambridge, Mass. 
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MOLDED RUBBER GOODS 


7S. QeP 


We stock a complete assortment of rubber 
tips and bumpers, and are equipped to manu- 
facture most anything for your special re- 
quirements. Catalogue No. 50 on request. 


ELASTIC TIP acinar 
370 Atlantic Ave., Boston, 


enu—mi¥Q 













































In 1933, when each individual 
filing job must show a net profit, 
your customers will practice 
true file economy by buying 
Nicholson Files. At your job- 
ber’s. Nicholson File Com- 


pany, Providence, R. L., U. S. A. 
Genwi NICHOLSON FILES 


A FILE FOS: EVER S Folk rt) oe 
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CLASSIFIED ADVERTISING 
RATES 





Positions Wanted and Help 
Wanted Advertisements at Spe- 
cial Rate of one cent a word, 
minimum fifty cents per in- 
sertion. 











Use the “Classified Opportumiies Section” to Reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 
apply to “Business Opportunities,” “Saics 
Accounts Wanted” and “Sales Representa- 

tives Wanted” advertisements. 





Set Solid, Minimum of 50 words... .$3.00 
Each additional word.......+.++ 06 

All Capitals, Minimum of 50 werds.. 4.00 
Each additional word...........- .08 
Allow Seven Words for Keyed Address. 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., will not be forwarded 





BOXED DISPLAY RATES 


Omaha wccccccccccccccccc ccc cs ce OE.O8 
Koch additional inch..........++++ 400 
Discounts for Classified Advertising 
4 insertions, 10% ee 8 —— 18% eof. 
Due te the special r these discounts de 
not apply on Position Wanted er Help 
Wanted Advertisements. 
HARDWARE AGE is published every ether 
Thursday. Forms close Nine Days previous 
te date of publication. 

Address your advertisements and replies te 
HARDWARE AGE, Classified 
239 West 39th St., New York City. 














BUSINESS OPPORTUNITIES 


HELP WANTED 


POSITIONS WANTED 








FOR SALE—A first-class up-to-date Hard- 
ware and Housefurnishing Store located in the 


heart of the business district, in a_ city about 
twelve miles from New York. Stock good, 
clean and in first-class condition. One of the 


finest arranged hardware stores in the area. Ad- 
dress B-31, care of Harpware Ace, New York 
City. 








SALES REPRESENTATIVES WANTED 





SPLENDID OPPORTUNITY for Live-Wire 
Representative with following among Wholesale 
and large Retail Hardware and Housefurnishing 
Dealers, Chain and Department Stores. Fast sell 


ing line of Food Choppers, Drills, Hinges, 
Rules, Keys, and many other — imported _and 
domestic items. Liberal commission. State 


territory covered, lines handled, past sales rec 
ord, references, etc. Address B-26, care of Harp 
ware Ace, New York City. 





SPLENDID GeroesUNiry for Sales 
Agents calling on Hardware, Housefurnish- 
ing and ire stores to sell established line 
having 30-year quality Fer mee with the trade. 
Territories available in Pennsylvania, New Jersey, 


New York, Delaware, Maryland, West Virginia, 
Virginia, Mississippi, Kentucky, New_ England 
States. Addr J-994, care of Harpware 


Ace, New York City. 





ROPE SALESMEN 
made manila rope sideline; 
necessary; 5% commission. Write fully about 
yourself giving references. Address Box B-39, 
care of Harpware Acz, New York City. 


W ANTED—Philippine 
long-established trade 





SALESMAN WANTED in various states to 
sell established line of paint brushes. Leads fur- 
nished. Liberal commission basis. Address Box 
J-936, care Harpware Acz, New York City. 








SALES ACCOUNTS WANTED 





BEGINNING JANUARY 1, I shall travel 
throughout New England in my car, calling on 
the hardware jobbers, department stores, etc., 
representing a few well-known lines. I can 
handle one more line. I am young, energetic and 
know these trades in New England. I can give 
you plenty of the finest references as to my abil- 
ity and character. Fred N. Depuy, 239 Warren 
Street, Needham, Mass. 





MANUFACTURER'S lines wanted by young 
executive with fifteen years’ experience in jobbing 
and retail business to call on hardware trade 
bs Virginia, North Carolina, South Carolina, and 
Georgia or any one of same. Commission basis. 
Either retail or jobbing lines. Acquainted with 
jobbing trade in above section. Address Box 
B-36, care of Harpware Ace, New York City. 





MR. VICTOR M. SUTPHEN formerly with 
the American Fork and Hoe Compene would like 
to hear from manufacturers seeking sales rep- 
resentation in Metropolitan New York. Have 
had twenty years’ intimate contact and sales expe- 
rience with the trade. Address Box B-34, care of 
Harpware Ace, New York City. 





MANUFACTURERS’ REPRESENTATIVES 
calling on department stores and hardware stores 
in New York and New England desire a few 
proven lines exclusive for New York and New 
England. Address Hirth, 230 Atlantic Street, 
Stamford, Conn. 
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EXPERIENCED HARDWARE MEN located 
within the Metropolitan district of New York 
City will find it to their advantage to register 
with this bureau for positions. e are called 
upon from time to time to fill vacancies in the 
hardware industry and we need clean cut and 
thoroughly experienced young men. No registra- 
tion fee required. 

ASSOCIATED PLACEMENT BUREAU 

152 West 42nd Street 
Wisconsin 7-1802 New York City 





HARDWARE SALESMAN—for factory, real 
estate and store trade in the Metropolitan area; 
an opportunity for an experienced salesman to 
affiliate himself with a growing wholesale hard- 
ware concern in New York City; liberal com- 
mission basis; write stating particulars and ref 
erences. Box 22, 38 Throop Avenue, Brooklyn, 


EXPERIENCED HARDWARE SALESMAN 
to call on_reiail trade for large hardware jobber, 
covering Metropolitan and adjacent territory. If 
you desire a permanent position, know the ‘trade, 
have proper references, write stating particulars. 
Our own salesmen are aware of this advertise- 
ment. Address B-27, care of Harpware AGE, 
New York City. 








POSITIONS WANTED 





EXPERIENCED HARDWARE PERSONNEL 


with many years of training in the Hardware 
and alli industries are registered with this 
bureau. Executives, salesmen, clerks and tech 


sical employees each thoroughly experienced in 
his line. * New York’s metropolitan district 
we are considered the leading employment agency 
for hardware personnel. If you require experi- 
enced help at any time, please do not hesitate 
to call upon us. We charge you nothing for 
this ee Rs Aa A as phone to receive 
— atten 
ASS OCIATED DLACEMENT, BUREAU 


152 West 42nd Str 
WlIsconsin 7-1802 , ™ York City 





POSITION WANTED—Specialty Sales Engi 
neer—Eighteen years territory embracing Texas, 
Arkansas, Tennessee, Louisiana, Mississippi, Ala 
bama, Georgia and Florida, headquarters Mem- 


phis. Wide and favorable acquaintance with archi- 
tects and builders. Experienced selling to groups 
and _ individuals. Open for position with firm 


desiring above average representation with abil 
ity to estimate complete installation on job. 
\yrawing account commission or salary basis. Ad- 
dress Sales Engineer, 1575 Vinton Ave., Memphis, 
Tenn. 





HARDWARE MAN, forty years of age 
single, sober and industrious, thoroughly ex 
perienced in the hardware business, bot! 
wholesale and retail, desires a position witt 
some reputable retail firm as manager or sales 
man where ability and work will be appreciated 
Can furnish best references. Middle west o 
south preferred. Address Box J-905, care of 
Harpware Acs, New York City. 





BUILDERS’ HARDWARE SALESMAN: Ove: 
twenty years’ experience in New York State, New 
Jersey, Pittsburgh and Canada ogg 
leading buiider’s hardware manufacturer. est 
references. Traveling preferred. Address Box 
B-11, care of Hanpware Acz, New York City 





WANTED A BACK BREAKING JOB. 
Somewhere there is a business in need of a man 
who can sell, for the New Year must bring 
additional sales or further shrinkage is inevitable. 

fhe man who writes this is a young married 
man with definite obligations, of average intelli- 
gence, with a good education and a diversitied 
business experience, plus a knowledge of the 
needs of the hardware trade in the New England 
States and the state of New York, with a personal 
acquaintance with the worth while jobber and 
dealer trade in this profitable territory. 

One does not have to pry this man out of bed 
in the morning nor will his salesmanager be con- 
stantly wondering what he is doing. This man 
has been an employer himself and knows what is 
expected of him 

The best quality of references will help tell 
the story of this man who wants a Back Break- 
ing Job. Ideas of compensation have been thor- 
oughly liquidated. 

Have services of value to a reliable manu- 
facturer of hardware, toys or housefurnishings. 
Not interested in schemes. Located in Boston 
To get the full story, address Box 30, care of 
Harpware Acez, New York City. 





EXPERIENCED TRAVELING SALESMAN 
with initiative, and real selling ability, honest, 
clean cut, and a live wire, desires chance with 
a manufacturer who seeks to hold and increase 
sales with Hardware, Auto, Plumbing, Mill, Mine 
and Factory Supply Jobbers, Railroads and large 
Industries, introducing new tools or specialties. 
Experienced in advertising and demonstrating. A 
willing worker, a good judge of human nature 
and a personality that makes friends and keeps 
them. Address B-28, care of Harpware AGE, 
New York City. 





SALESMAN who has had eight years experi- 
ence in the implement business and two years in 
retail hardware would like to make a connection 
where effort would be recognized. I have_spe- 
cialized in sale of tractors and equipment. I am 
35 years old and can furnish A-1 reference. L. 
B. Bell, Box 451, Danville, Kentucky. 





New connection wanted by hardware executive. 
Experienced in sales, credits and purchasing, 
wholesale and retail. Prefer executive work but 
glad to consider sales work for manufacturers 
in exclusive territory. Age 31. Married.  Fif- 
teen years’ experience. Address Box B-37, care 
of Harpware AcE, New York City. 





IF YOU WANT to beat chain store business, 
let me do it for you. Am experienced in retail 
work and chain store business. Past twelve years 
in hardware, implements and builders hardware. 
Have plenty of pep and ready to go. Prefer 
middle West. Address B-29, care of HARDWARE 
Ace, New York City. 





HARDWARE CLERK thoroughly experienced, 
hardware, housefurnishings and paints. an 
manage complete store or department also handy 
at electricity and lock repairs, desires position 
selling retail or wholesale. Address Box B-32, 
care of HarpwareE Ace, New York City. 





MAN 30, experienced salesman and window 
trimmer. Housefurnishing and hardware. Can 
operate store profitably. Wants steady position. 
Salary secondary. Address Box B-33, care of 
Harpware AcE, New York City. 





Desire permanent connection with manufacturer 
to assist in the promotion and development of sales. 
Acquainted with wholesale distributors over entire 
United States. References Al. dress Box 
B-40, care HARDWARE AGE, New York City. 


HARDWARE AGE 














INDEX TO ADVERTISERS 





THE ADVERTISERS INDEX is published as 





and not as @ part of the advertising contract. yery care will be taken to index correctly. 
No — will be made for errors or failure to insert. 








A D Kimball Bros. Co. .......... 18, 65 Sandvik Saw & Tool Corp. .... — 
Allith-Prouty Co. ............ sg | Dazey Churn & Mfg. Co. ...... — | Kingston poinee COR 200060 Savage Arms Corp. .........- -- 
American Fork & Hoe Co. .... — | Diamond Calk Horseshoe Co. .. 70 | Klein & Sons, M..........50.: — | Schalk Chemical Co. ......... _— 
American Gas Machine Co. =) fS SS eee -— L ete Fe. CO: nc keccscsase 20 
American Handle Co. ......... — | Disston & Sons, Henry .....- 1 4 Schrade Cutlery Co. ........ _ 
American Screw Co. .......... 57 | Dixon Crucible Co., Joseph .... —- | Libbey-Owens-Ford Glass Works 16] Servel Sales, Inc. .........+ —_— 
American Sheet & Tin Plate Co. —- | Dobeckmum Co., The ........ — | Lionel Corp. ........s.0e..0- — | Shapleigh Hardware Co. ..... — 
American Steel & Wire Co. .... 17 | Domes of Silence ............ — | Lockwood Hardware Mfg. Co. : —J| Sheffield Bronze Powder & Sten- 
American Window Glass Co... — E Lufkin Rule Co. .cccccccccese 70 GGG. sestcccrssccrcnssnse —_ 
— Baldwin Wyoming Shovel a A Oe a | M  ommcedlig ,* eg alee 19 
ee ee ae ethene 65 | Edison Lamp Works .......... — | McKee Glass Co. ............ — | Simmons Hardware Co. aes a 
peace ae = eer 67 | McKinney Mfg. Co. ........ 63 a aa ae 
Armstrong Bros. Tool Co. — | Everedy Co., The a | Gaaer tee © 56 Skelton Shovel Works of_ the 
Atkins & Co., E TC gi pa an Y LO., LM worse sesseee Metal S = Sal _ Ceereeece re American Fork & Hoe Co. _ 
F Miller gg oo ae 70 | Slaymaker Lock Co. ......... -- 
B vee k Semeetel, i Serre 67 | Moore Push Pin Co. 67 quae © Men. Seymour eR Were ens 
Babcock, W. W., Co. ......+0- sifu *} | Muncie Gear Co. 61 | Stanley Works ............... 18 
Bessick Co. = alten 61 Fretcher’s, Inc. .........-.--- 63 Myers & Bros. 9 FOE. .... 20 a — ing Ce. oe — 
eee ewa ron Works Co., Inc. — 
Seis @ Cal Co. ............ 67 G ? Sw Mfg. Corp ; — 
: a Nappanee Lumber & Mfg. Co. .. —— | “WECREE TRIE. LOFPM. . 22.2000 
Bethlehem Steel Co. .......... 24 | General Electric Co., Nela Park — : : i 
Blaisdell Pencil Co. ::........ — | Gilbert & Bennett Mig. Co... — ae ES es T 
Bommer Spring ~es Co. 65 — Medal Folding Furniture et) ME ie... ate NR I Ss asa — 


Boston Varnish Co. ......... aos 


Boston Woven lees & Rubber Goodrich, B 


Nicholson File Co. .,.. 
North & Judd Mfg. Co. 


F., Rubber Co. 


eres 67 | Tubular Rivet & Stud Co. .... 23 
— | Tucker Duck & Rubber Co. .. — 





EE ER PIER ee 67 Goodyeer Tire & Rubber Co. 4 I fos 7 i pees 
Bunting are -— | Grasselli Chemical Co., The ... 59 a ae Wire Co. .. 61 U 
ree 70: 4 Gree FER GD. akeveccesécss 57 oy ee ee Union Hardware Co. .......0«« 19 
Cc H Oo ‘o Knife C oO ' . et Co, wccssseeeee = 
Harrington-Richard A C 65 ntario Knife Co. ....eeeeeeee - . S. Stamping Co. ......+0. 2 
Carborundum Co. ............ 8 | Heller = Ww. C. — a — : 26 WG TNE. COS a asssvencces 70 Vv 
eee — “Hin C. ANS = Hill aan & Deyer Ce. wanes 20 P Valspar C 
icago Spring Hinge Co. .... 6 Ome Me On EEC, ckacntewcews 70|p Tack C ane DED; secesesceseseece AO 
oe epee — | Helland Miz, Co. ........... == fer wee geet 75 | Michek Tool Co. .....+..+++00+ oe 
Clarke Sentinn Machine Co. .. — | Hoppe, — Frank A. ......- = sree le ab one _ dentist 1 “7 Vulcan Electric Heater Corp. ... — 
Cleveland y valle ag cn puke aeks jh? I Plymouth PES eee 71 WwW 
Cleveland Wire Spring Co. .... — | Independent Lock Co. ........ —_ Progressive Mfg. Co. ......-- — | Western Cartridge Co. — 
Clover Mig, Co. ...-2+02 +021: . i ae aoe R Wickwire Bros. -...++++. -» 10 
olumbian Rope Co. ee er Di O. sesseees . ~ : . ‘illiam Penn Hote - 
Consolidated Be " Syndi a te 2 LIE < secre > ag Soy haa tae. see _3 | Winchester Repeating Arms Co. 72 
P —_ 9 ei een _ oop a a tata Robertshaw Thermostat Co. ... 26 tee te . “Geo SEES os _ 
c " inental Screen Co. ........ ae K Ruby Chemical Co. ........ — | Wricht Steel & Wire Co. G. F. 65 
corbin Screw Corp. .......... — | Kelly Axe & Tool Works of the right Steel & Wire Co., G. F. 
Corning Glass Works ........ 13 American Fork & Hoe Co. .. - Ss Y 
Crescent-Davis Arms Corp. .... - | Renter Seer Ca. ccesscsccne 70 eis. nk winene acess — 
Cyclone Fence Co. .......... 5 | Keystone Steel & Wire Co. ..... —| Samson Cordage Works ..... 67 | Yale & Towne Mfg. Co. ...... 8 














THE DASH (—) INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 





CLASSIFIED OPPORTUNITIES 





POSITIONS WANTED 


POSITIONS WANTED 





POSITIONS WANTED 
pee erteie wo AND PAINT MAN — Nine 
years’ rience as store manager—38 years 


of age, a er, industrious and thoroughly experi- 
enced in wholesale and retail hardware, desires 
position with some reputable retail firm as man- 
ager or salesman where ability and work will be 
appreciated. Best references. South or south- 
east preferred. Address Box B-18, care of Harp- 
ware AGe, New York City. 


SALESMAN LIVING IN CONNECTICUT 
with very large and valuable acquaintance over 
twelve years in Connecticut, Massachusetts, 
Rhode Island and Vermont among leading man- 
ufacturers, mills, hardware and mill supply con- 
cerns. Wishes to represent a manufacturer of 
merit. Have been successful. Can furnish hi 
est references that will stand the acid test. d- 
dress Box B-23, care of Harpware Ace, New 
York City. 








HARDWARE SALES EXECUTIVE with 
thirteen years’ experience in actual and successful 
sal hip, sales t, and promotion, 
is seeking ‘permanent connection with hardware 
jobber desiring to increase and build up sales. 
Unenadinndiie references. Address Box B-13, 
care of Harpware Ace, New York City. 








SALESMAN with fifteen years’ experience in 
calling on the hardware and  eccteMie  # my and 
co-related outlets of trade, both wholesale and re- 
tail, in New England, New York State, and ad- 
jacent territory where I am well acquainted and 
favorably received, desires connection with of 
utable manufacturer. Single, age 35, and in 

tion to travel. Address Box B-19, care of poo 
ware AGE, New York City. 





SALESMAN—Prominent hardware manufac- 
turer has been obliged to let go an experienced 
salesman because of conditions, and wishes to 
help him secure new position. Age 40, rugged 
health, experience twenty years, well acquainted 
jobbers, Northeast, also through South to Texas. 
High type, ambitious worker, highest character 
and ability. Address Box J-996, care of Harp- 
ware AcE, New York City. 





POSITION WANTED—Experienced hardware, 
mill supply, housefurnishings and sporting goods 
also window trimmer and show card writer would 
like to make connections at once. Have had con- 
siderable experience in all these lines; no fair 
offer will be turned down and can prove myself 
a valuable man to employer. Address Box B-35, 
care of Harpware Ace, New York City. 
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sight-seers. 
Need Help? 








And if the goods and prices are tempting— 
you'll succeed in making customers out of 


Put On a*‘Good Show’’ 
In Your Show Window 


It’s surprising what a crowd will stop and 
look at a window display Po a little 
thought is mixed with the ri 
dise, especially seasonable hardware. 


ht merchan- 


Read it—apply its suggestions—put on a 
“Good Show” in your Show Window. 


HARDWARE AGE, 239 West 39th Street, New York City 


Hardware Age is continually reproducing 
window displays that show good taste and re- 
turn good profits. 


Every issue of Hardware Age contains ex- 


of effective window advertising. 
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POULTRY SUPPLIES 


Moe’s Top-Fill Winter Fountain pro- 
vides an abundance of drinking water 
at the right temperature. Increases the 
egg yield, and contributes to the health 
and comfort of the flock. 

All parts accessible, easy to clean, and 
economical to use. The kerosene heater 
will burn a week without filling. Foun- 
tain is used without heater in summer. 
Write for Catalog of Moe’s Modern Line 
of Poultry Supplies. A complete line, 
everything for the poultry man. 


HOEFT & COMPANY 


2305 Davis St. North Chicago, Ill. 











Comfort Can Be Sold! 


It always has the same appeal. Hill Clothes Dryers eliminate 


wash-day fatigue, through saving wasted steps and the up-and- 
One hundred and fifty feet 
Sell this coavenience! 


down trips of the clothes basket. 
of line within immediate reach. 













THE CHAMPION 


For the lawn. Fits space La} feet square 

Made in three sizes, carrying 100, 115 Clothes Dryer Co. 

and 150 feet of line urably made. Inc. 
Attractively finished in colors. 


Worcester, Mass. 
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Don’t Display 
KESTER 
SOLDER 


if you don’t want 
PROFIT 

Hide Kester Metal Mender “under a bushel”’ if you don’t 

want profit — for it’s a self-starter. If you put it up on the 

counter, it will sell. For it’s nationally advertised and in de- 


mand. Kester Solder Co., 4205 Wrightwood Ave., Chicago, 
Ill. Eastern Plant: Newark, N. J. Canada: Brantford, Ont. 


WRITE US FOR FREE SALES HELPS! 


[UFAIN TAPES— 
RULES and — 


Best quality a 
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ucts for every meas- 
uring requirement. 


THE [UFKIN foULE C0. 


SAGINAW, MICHIGAN 





OUR DIRECTORY 
Ss a ROR Ace 











106 Lafayette St., New York City 
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Brass Head Rustless 
Numeral ThumbTacks 


For use on Windows, 
Screens, Storm 
Doors, Furniture, 
Shelves, Bins, etc. 
Numbers run from 1 
to 25, 26 to 50, 51 
to 75, 76 to 100. 
25 Numbers on each 
block, 12 blocks in 
a box, 12 boxes in a 
carton. Retail at 10¢ 
for 25 numbers. De- 
mand them from 
your jobber—if he 
cannot supply you 
write us. 


Robt. E. Miller, Inc. 
35 Pear! Street 
New York, N. Y. 
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DIAMALLOY 


The Diamalloy featherweight adjustable wrench 
is made from a special high grade alloy steel 
of remarkable strength. The wrench actually 
measures 1/3 thinner than the old pattern, yet 
is much stronger. It fits where other wre nches 
will not and withstands the severest strain. 


DIAMOND CALK HORSESHOE COMPANY 
4622 GRAND AVENUE - = - - DULUTH, MINNESOTA 





BRUSH- NU COMPANY 


if 
OSBORN 


A COMPLETE LINE OF BRUSHES 














A QUALITY LINE OF BRUSHES 





A PROFITABLE LINE OF BRUSHES 








FOR THE HARDWARE MARKET 
MW OSBORN MANUFACTURING COMPANY 


5401 Hamilton Avenue “T-ilelalo on @); 





HARDWARE AGE 
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HE STEEPLEJACK looks for quality in rope 
because his life depends upon it. The farmer, 
the contractor, the industrial user, in fact every 
careful buyer of Rope also looks for quality 
because it means true economy in the long run. 


Plymouth Ship Brand Manila Rope is accepted 
by all classes of buyers on the strength of its 
quality and dependability. The wide acceptance 
of Plymouth Ship Brand Manila Rope on this 


™ basis brings repeat business to dealers who sell it. 


PLYMOUTH CORDAGE COMPANY 
North Plymouth, Mass., and Welland, Canada 


SALES BRANCHES 
New York Chicago Boston Baltimore New Orleans Fort Worth 


PLYMOUTH 


e SHIP BRAND MANILA ROPE e 


oe ee 
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The 


MODEL 54 
HORNET 


6-SHOT BOLT ACTION Va 
WITH NEW SPEED LOCK peel 


<a 


CALIBER oe 


.22 HORNET 






The 


J MODEL 63 


10-SHOT AUTOMATIC 
CALIBER 


.22 LONG RIFLE 
SUPER W SPEED 


.22LONGRIFLE .~ 
SUPER X 













WANTED ang PROFITABLE 


The HORNET: New fast-stepping high-power small-bore. Look at its cartridge. 

















raat A sting in it that kills fox or coyote in his tracks at 250 yards. 
oes Remarkable game and target accuracy, improved still more by new lightning-fast 
" . speed lock. 


pr 
a ree Wanted by many big-bore minded shooters who never before would look at a small- 

bore. Wanted by the small-bore shooters. Supreme for woodchucks, marmots, foxes, 
L R- coyotes, geese, turkeys, game-killing hawks and crows. Low ammunition cost. A 
year-round seller. 


The AUTOMATIC: Designed especially for the modern high-speed .22 Long Rifle 

F Super W Speed and Super X cartridges. Has 34% more muzzle velocity, 58% more 
Pee nate St ape muzzle energy, than the heretofore unrivalled Winchester Model 03 .22 Automatic. 

se inchester Staynless or i og ‘ . ‘ 

Western Lubaloy non-corro- & Supreme for prairie dogs, gophers, squirrels, cottontails, jacks and hares, on the 

sive priming .22 Hornet car- run near or far. Unequalled for shooting over wildfow! cripples, and endless other fast 


tridges. For the Model 63, work. Another year-’round seller, using low-cost ammunition. 
sell Winchester .22 Long | : 





Rifle Super W Speed Stayn- A good profit in every sale. Order now. “< 
less or Western .22 Long 
Rifle Super X cartridges. WINCHESTER REPEATING ARMS CO., NEW HAVEN, CONN., U. S. A. 
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